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A theological seminary in Chicago 
was struck by lightning and caught 
fire. While the firemen were fight- 
ing the blaze, the president called 
the students out into the rain to 
pray. He had almost as much faith 
in prayer as space-salesmen have in 
advertising. 

* * * 


In the good old days the United 
Cigar Stores forced premium cou- 
pons on their customers, and now 
they don’t even offer matches with 
cigarettes. Perhaps this is the de- 
pression, and then again the clerks 
I’ve met may have been just stingy. 

* + ” 


Lee Bristol, speaking for the Asso- 
ciation of National Advertisers, says 
that advertising rates should come 
down in accordance with decreased 
buying power. And, of course, Mr. 
Bristol should have added, the A. N. 
A. will endorse increased rates as 
buying power expands. Or will it? 

* * * 


Ann Pennington is suing some- 
body for accusing her, in advertis- 
ing, of being a ripe old 39. She is 
probably willing to be called a per- 
ennial beauty, but not a hardy per- 


ennial. 
* * * 


In view of the success of the “roll- 
your-own ” appeal, RoUGH PROOFS 
asked what had become of Bull Dur- 
ham. A Bull Durham advertising 
campaign was promptly announced. 
Maybe we had better call the roll of 
some of those other somnolent 
brands. 

* * * 

The Business Week crashed into 
the news columns with an announce- 
ment of an advertising rate increase. 
In view of the actions of some other 
publications, the editors probably 
considered this an authentic example 
of the man biting the dog. 


=e x * 


Fred Millis, the co-operative ad- 
vertising expert of Indianapolis, has 
organized a manufacturing com- 
pany, of which he is to be president. 
He’ll enjoy the sensation of being 
able to do something without con- 
sulting eighty-nine other people 
first. 


* * * 


Sears, Roebuck & Co. have started 
the publication of a farm paper, and 
have hinted that they may be per- 
suaded later to accept advertising. 
The line of applicants for space will 
please form at the right. 


* * * 


Only 26 per cent of the women of 
the country patronize beauty shops, 
a manufacturer’s research shows. 
This doesn’t necessarily mean that 
the other 74 per cent don’t need the 
service. ; 

* * * 

Some of the Erwin, Wasey & Co. 
chieftains flew to a ranch in New 
Mexico to discuss plans for fall ad- 
vertising campaigns, ADVERTISING 
AGE reports. But how can they 
operate successfully so far from the 
research department? 

* * * 


The Department of Commerce 
officially endorses advertising, with 
a suggestion of its value in times of 
business depression. Is Uncle Sam 
preparing to issue a rate-card on the 
Congressional Record? 


* *” * 
Now that Canada is preparing to 
shut off a large part of the supply 


of current literature from the 
United States, there ought to be a 


greatly increased market in the 
Dominion for British jokes. 
Copy Cus. 


JOVIAL COPY 
BOOSTS SALES 
OF DR. PEPPER 


“Drink - a - bite - to -eat” Wins 
Favor in Southern Markets 


St. Louis, Mo., Aug. 26—How the 
“ugly duckling” beverage of a local 
company making ginger ale was 
built up into a nationally known 
beverage with startling increases in 
sales from year to year through an 
unusual advertising and merchan- 
dising campaign, was explained to 
members of the St. Louis Advertis- 
ing Club recently by W. V. Ballew, 
sales manager of the Dr. Pepper 
Co., Dallas, Tex. 

Mr. Ballew was requested to ex- 
plain his methods shortly after the 
company’s initial entry into the St. 
Louis market had created wide- 
spread interest among local adver- 
tising men because of its obvious 
effectiveness and its many unique 
features. 

“Dr. Pepper” is not, as the name 
might imply, a member of the heal- 
ing fraternity, but a soft drink 
served at soda fountains and in 
bottles. The beverage received its 
unusual name from the fact that the 
originator of the drink once worked 
for, and was fired by, an irate Dr. 
Pepper. He apparently had a habit 
of serving his new drink to friends 
and at the same time raconting his 
experiences with Dr. Pepper, so that 
the drink and the name became so 
closely associated with each other as 
to be inseparable. 


A Side-line for 40 Years 


Dr. Pepper has been made since 
1885, but it was for many years con- 
sidered a negligible side-line by a 
company which manufactured ginger 
ale. No advertising of any conse- 
quence appeared in behalf of the 
product from that time until 1926, 
more than 40 years later, when the 
present advertising and promotion 
plan was launched which has since 
made the doctor a familiar figure all 
through the south, and which prom- 
ises to make him nationally promi- 
nent within a short time. 

“In 1926 the salesmen sent out in 
Dallas had been licked in a highly 
competitive field of cold beverages in 
a southern market,” Mr. Ballew told 
the Advertising Club. “Then they 
were -shown the advertising which 
had been prepared, and they went 
out with fire in their eyes. In 20 
days, distribution in Dallas had 
shown an increase of 81 percent 
over the same month of the preced- 
ing year.” 

From that time on, the rise of Dr. 
Pepper was rapid. In May, 1927, 
advertising began upon a really 
comprehensive scale, although at 
this time it covered only four Texas 
towns, Waco, where Dr. Pepper first 
came into being, Dallas, Houston 
and San Antonio. 


Results were astonishing’ from the. 


first. The distribution of the drink 
leaped upward, registering a gain of 
5 percent in July and steadily in- 
creasing until a gain of 366 percent 
was recorded in December. 


Extend Sales Efforts 


Fortified by their initial success 
in Texas, the company gradually ex- 
tended its activity into various other 


(Continued on Page 8) 


‘‘Roll-your-own 
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Copy Spreads as 
Fag Sales Slump 


Prince Albert Joins Fight 


New York, Aug. 27.—A special 
newspaper advertising campaign in 
behalf of Price Albert is being run 
by R. J. Reynolds Tobacco Co., 
stressing the “roll-your-own” idea. 


First copy appeared Tuesday in|, 


Texas newspapers and is also start- 
ing in Ohio. Four hundred news- 
papers will be used in the two states, 
according to Erwin, Wasey & Co., 
who are handling the account. 


Retail Sales Drop 
20-30% in Texas 


San Antonio, Tex., Aug. 27—De- 
clining cigarette sales were regis- 
tered throughout Texas this week as 
rebellious smokers resented the state 
three-cent cigarette law, now in ef- 
fect, by switching over to pipes, 
cigars, “rolling their own,” or by 
abstention. Many far-sighted “fag” 
lovers had made temporary provi- 
sion for the raise in price by laying 
in cigarette supplies before the tax 
became operative. 

The tax, which increases ciga- 
rettes to 20 cents a package in San 
Antonio stores, was reported by 
dealers to have cut a hole of from 
20 to 30 percent in their sales the 
first day it went into effect. 


Target Goes Into 
Seven More States 

Louisville, Ky., Aug. 27—W. R. 
Hendricks, advertising manager of 
Brown & Williamson Tobacco Corp., 
announced today that Target ciga- 
rette tobacco, heretofore sold only in 
six southern States which have high 
cigarette taxes, will be merchandised 
in seven other states, starting .at 
once. Advertising is scheduled for 
the newspapers of the larger cities 
in these states for appearance as 
soon as dealer arrangements have 
been made, which will be not later 
than September 1. 

The states to be invaded by Tar- 
get and its inseparable companion, 
the Target cigarette machine, will 
be Missouri, Ohio, Texas, Florida, 
Louisiana, New Mexico and Okla- 
homa. The campaign is already in 
full swing in Arkansas, Tennessee, 
Georgia, Alabama, Mississippi, and 
South Carolina. 


New York, Aug. 27—Cigarettes 
and tobacco continued to occupy the 
advertising and merchandising spot- 
light this week, with the battle for 


! 


sales proceeding vigorously on many 
fronts. 

A sharp decrease in cigarette pro- 
duction was registered in July, this 
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month showing a loss of 9.7 percent 
from the previous July, with 1,159,- 
312,000 less cigarettes being pro- 
duced, according to recent figures 
released by the U. S. Internal Reve- 
nue Bureau. June sales this year 
were only about 2 percent less than 
those of last June. 

The unusual decrease is generally 
attributed here to the increase in 
the wholesale price of cigarettes 
from $6.40 to $6.85 per thousand, 
and is said to be a severe blow 
to cigarette manufacturers, who ap- 
parently believed the tailor-made 
cigarette had been developed into a 
necessity which could scarcely be 
affected by price changes. 


The abnormally large decrease 
shown last month more than offset 
the gain made by the industry for 
the first half of 1930, leaving a loss 
in production for the first seven 
months of 1931 of 1,151,949,967 
cigarettes, or slightly over one per 
cent, over the corresponding period 
of last year. 


(Continued on Page 11) 


Last Minute News Flashes 


Ann Pennington Sues on Testimonial Copy 


New York, Aug. 28—Ann Pennington has made recent Lux advertise- 
ments giving her age as 39 the basis of a joint suit for $100,000 against 
the J. Walter Thompson Company and Lever Bros. Co., alleging her 
endorsement did not include permission to bring up the subject. 

“We have releases signed by Miss Pennington covering in full the use 
made of her name, portrait and statement,” said Earle Clark, treasurer 


of the agency. 


Is Business Manager of “Indianapolis News” 


Indianapolis, Ind., Aug. 27.—Frank T. Carroll, who only two weeks ago 
was promoted from the post of business manager of the “Pittsburgh 
Press” to the New York office of Scripps-Howard, has resigned to return 


to the “Indianapolis News” as business manager. 


RADIO CENSUS 
REVEALS TOTAL 
NEAR 9,340,458 


Government Reports Show Un- 
even Set Distribution 


Washington, D. C., Aug. 27.— 
There were 9,340,458 radio sets in 
the United States at the time the 
1930 census was taken, if the ratio 
of sets to population for the country 
as a whole agrees with figures re- 
leased for 36 States and the District 
of Columbia by the Bureau of the 
Census. 

When the Bureau’s compilation is 
finished, it will ~publish- the com- 
‘plete survey showing the number of 
families in each State, the average 
number of persons per family and 
the percentage of families owning 
sets. 

The area for which exact figures 
are now available contains 71,112,463 
population owning 5,407,984 sets. 
The estimate takes into account the 
additional 51,247,551 population in 
the 12 States for which figures have 
not been released. If the ratio of 
sets to population holds true, there 
are 13.15 persons to each set. 

The data show wide differences in 
set distribution, the Southern States 
as a whole having a poor showing 
compared with Northern territory. 
So far, Connecticut leads with 54.9 
per cent of families owning sets, 
while Mississippi trails with only 5.4 
per cent. 

In the following tabulation of re- 
norts issued by the Bureau to date, 
the first column of figures gives the 
number of families in the State; the 
second column, the average number 
of persons per family, and the third, 
the percentage of families owning 
radio sets: 


Alabama ................. 592,530 45 9.5 
ae 106,630 4.1 18.1 
Arkansas ......... 439,408 4.2 9.2 
Colorado ............... 268,531 3.9 37.8 
Connecticut _ ......... 213,821 4.1 549 
Delaware .............. 59,295 4 45.8 
iD, COON se. 126,014 3.9 53.9 
| 377,823 3.9 15.5 
NII Nesecesrewnccie 654,009 45 99 
Sa 108,515 4.1 30.3 
Indiana . . 844,463 3.8 41.6 
apenas 636,905 3.9 48.6 
Kansas ........ aes 488,055 3.9 38.8 
Kentucky ........... 610,288 43 18.3 
_ | aetwener <a 198,372 4.0 39.2 
Maryland. .............. 386,087 4.2 42.9 
Michigan .............. 1,183,157 4.4 50.6 
Minnesota ............... 608,398 4.2 47.3 
Mississippi. ............ 472,354 4.3 6.4 
Missouri 941,821 3.9 37.4 
Montana 137,010 3.9 32.0 
Nebraska 343,781 4.0 47.8 
nevaas = 25,730 3.5 30.6 
New Mexico ......... 98,820 4.3 115 
No. Carolina........ 645,245 4.9 112 
No. Dakota ............ 145,382 4.7 408 
aE RSA 1,700,877 3.9 47.7 
Oklahoma . 565,348 4.2 21.6 
ONO ce 267,690 3.6 43.5 
Rhode Island....... 165,811 4.2 57.1 
So. Dakota... 161,332 4.3 44.2 
| ee 116,254 44 411 
Virginie .............. 530,092 46 18.2 
Washington .... 426,019 3.7 423 
Wisconsin ........ 713,576 4.1 511 
West Virginia... 374,646 4.6 23.4 
Wyoming ............ 57,218 3.9 34 


In taking the family count, census 
enumerators considered one person 
living alone as a family, and, at the 
other extreme, institutions and 
boarding houses also were counted 
as one family. 
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ADVERTISING AGE 


Manufacturers of 


Foodstuffs Spend 
More Than in ’30 


New York, Aug. 27.—More than 
half cf the 61 largest food manufac- 
turing companies in the United 
States reported they have increased 
their expenditures for advertising 
and sales promotion during 1931 in 
a survey conducted by the Associated 
Grocery Manufacturers of America, 
according to Clarence Francis, presi- 
dent of the Association and vice- 
president of General Foods Corpora- 
ticn. 

Despite the business depression. 
only five companies announced that 
they are spending less than they did 
in 1930, and the remainder reported 
that their advertising expenditures 
for this year are approximately the 
same as a year ago. Much of the 
additional advertising appropria- 
tions has been used in newspaper 
space. 

The survey, Mr. Francis stated, 
shows that employment is almost’ 
normal today in the food manufac- 
turing industry, “which means that 
the stability of this industry unques- 
tionably has done much to lessen the 
impact of the business depressior, 
inasmuch as food represents ap- 
proximately one-fourth of the total 
expenditure of this country and in- 
asmuch as the food industry rep- 
resents millions of employees.” 


$10,000 for New Name 
For ‘Physical Culture’ 


Early in September, co-incident 
with the appearance of its October 
issue upon the newsstands, Physical 
Culture magazine, one of the Mac- 
fadden publications, will announce 
the opening of a $10,000 prize con- 
test for a new name. At the same 
time, its newsstand price will be re- 
duced from 25 cents to 10 cents. 

The $10,000 name contest will be 
announced editorially as well as on 
the front cover of the October issue, 
and in addition a national campaign 
in newspapers and magazines will 
be used to reach 13,000,000 people. 

According to S. Nash Johnston, 
sales promotion manager, the change 
in name was decided upon by Mr. 


nee 


Here’s a New Angle 
to That Fish Yarn 


Denver, Colo. Aug. 25— 
Frederick G. Bonfils, publisher 
of the Denver Post, recently 
landed a 7-pound rainbow trout 
under most unusual circum- 
stances. He was casting with 
a light bamboo rod and two 
flies. A one-pounder bit on 
one fly, but had no sooner 
done so when the 7-pounder 
grabbed the other fly. 

While a hard struggle was 
going on along the bank, a 
buck deer moseyed out of the 
woods and made valiant ef- 
forts to shove the fisherman 
into the stream with his horns. 
It was only through drastic 
action on the part of other 
members of the party that the 
deer was induced to leave, al- 
lowing Mr. Bonfils to devote 
all of his efforts to the com- 
paratively easy task of land- 
ing the 7-pounder. 


Macfadden because of the maga- 
zine’s trend in recent years to place 
ess emphasis on physical culture 
ind more upon child welfare, nutri- 
= beauty hygiene, modern fiction, 
ete. 


New Campaign to 
Reach Outdoor Field 


In a new campaign confined en- 
‘irely to trade papers reaching the 
outdoor advertising field, the Out- 
door Advertising Agency, New York, 
Pittsburgh and Chicago, is stressing 
the importance of this medium, ac- 
cording to L. P. Scoville, president 
of the company. For the past 25 
years this company has operated 
exclusively in the outdoor advertis- 
ing field, Mr. Scoville states. 


Glaser Celebrates 


Tenth Birthday 
The tenth birthday of Louis 
Glaser, Inc., Boston agency in the 
national field, was celebrated August 
19 with a dinner at the Algonquin 
Club attended by 55 prominent New 
England business and advertising 
men. 
Arthur M. Menadier has joined 
the agency as space buyer and ac- 
count executive. 
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products. 
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sete When desire can be enhanced 


Then use color in the Quality Unit. Even 
community leaders and 
tives react to normal desires — and they 
possess the means to fulfill them. 


When economy is a factor 


Then use color in the Quality Unit. 
olor inserts in these three magazines 
cost but $2,950. They reach 350,000 
far better than average men and women. 
nly one set of plates and one order 


required. 
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Where Color Is Due 


my When the product is shown to better advantage— 
Then use color in the Quality Unit. These 


well-to-do, important readers are a 


The 429 line page of the 
Quality Unit also displays to better 
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SEARS, ROEBUCK 
LAUNCHES OWN 
FARM JOURNAL 


“Irst Issue Mailed to 60,000 
Corn Belt Farms 


Chicago, Aug. 27—Sears, Roebuck 
& Co. are engaged in an experiment 
to test the feasibility of publishing 
a farm paper to substitute for, or 
supplement, the many publications 
reaching rural homes in which it 
has advertised extensively for many 
years. 

The first issue of the Sears peri- 
odical, The American Fireside, was 
nailed early this month to 60,000 
farm homes distributed through 
seven states in the corn belt. While 
the company states that sufficient 
time has not elapsed to determine 
the reaction, it has decided to pub- 
lish the paper in its present form 
and quantity at six-week intervals 
until the first of the year. 

At that time the situation will be 
surveyed and permanent policies for- 
mulated. These may or may not in- 
clude the opening of advertising 
pages to other advertisers, sectional 
editions and the enlargement of the 
“subscriber” list to include all the 
7,500,000 farm homes which now re- 
ceive the company’s semi-annual 
catalogs and mid-season flyers. 


No Definite Plans Made 


“It’s all up in the air,” said an 
executive. “The idea was born of 
our wish to be in constant touch 
with our customers through a me- 
dium which would exemplify friend- 
ly relations. Advertising is a sec- 
ondary consideration. 

“Our radio station, WLS, which 
was conceived in the same spirit, 
carried no advertising. We with- 
drew from the operation of the sta- 
tion because it gave us only partial 
contact with our market.” 

Specific inquiry as to whether the 
copy of other advertisers would be 
accepted brought assurance that the 
matter would be considered with an 
open mind, as soon as the company 
was in position to make definite 
guarantees as to permanence, circu- 
lation and editorial content. 


Catalog May Carry Advertising 


The answer to this question also 
elicited the information that future 
issues of the general catalog may 
carry non-competitive advertising 
similar to the Chevrolet copy in the 
spring, 1931, edition. The advertis- 
ing was omitted from the fall edi- 
tion, not because of a change of 
policy but because the company 
wanted time to check the effective- 
ness. 

The first issue of The American 
Fireside, which will serve as the 
model for the remaining issues of 
1931, contains 24 pages with a seven 
by ten type page. Except for refer- 
ences made to Sears products in edi- 
torial features, the magazine carries 
only two advertisements. 

One on the inside front cover ad- 
vertises a special offer on an oil 
range, and another page occupying 
the inside back cover sells the Sears 
catalog. It is headed “Let’s sit 
down and go shopping,” expatiates 
on the pleasure, convenience and 
economy of buying through the 
Sears catalog, and concludes with an 
offer to send a copy. 


Special Features Have Sales Angle 

Other editorial features which 
definitely tie up with Sears mer- 
chandise, giving the page numbers 
of the catalog on which the goods 
are listed and in some cases prices 
and descriptions, include a page of 
housekeeping hints, a two-page ar- 
ticle on the history and care of 
pneumatic tires which does not over- 
look the Sears brand, a_ center 
spread of women’s fashions made up 
of catalog illustrations, and an ar- 
ticle on dressmaking which recom- 


EXPLOITS POPULARITY 


ta 
? ‘ 


Pe SR 


This is the spectacle that greeted 
St. Louis consumers who responded 
to Sears, Roebuck & Co. advertise- 
ments for a new brand of hosiery. 
The stunt, originated by P. M. 
Hitchcock, will be repeated by 
other district advertising managers 
able to make arrangements with 
local beauty winners. 


mends certain of the company’s 
dress goods. 

Articles of general interest in- 
clude one on planning the stay-at- 
home vacation, a two-page contribu- 
tion on the development of State 
sairs which lists tne dates of sucn 
events scheduled for the corn beit, 
a report on the annual convention 01 
the American Home Economics As- 
sociation, held in June in Detroit, 
and a two-page serial feature of fic- 
tional character which describes the 
nome planning and furnishing ad- 
ventures of the Martin family. 


Other Magazine Features 


To balance family reader interest 
there is a children’s page, wherein 
Uncle Zeman tells why all dogs 
chase all cats and why all cats chase 
all mice. The page also announces 
a magazine club, Fireside Friends 
of America, which is open withour 
initiation fee or dues to all boy ana 
girl readers under 16. 

The object of the club is “to pro- 
mote the ideals of true friendship 
among boys and girls who read the 
page.” Members are given a mem- 
vership card and button. 

At least two articles cater to 
the individual tates of men ana 
women. One addressed to women 
gives suggestions tor conducting a 
community tund raising campaign, 
and the treat tor tne men is an in- 
verview with a small-scale farmer 
who imparts the secrets of his suc- 
cess. 


New York Ad Man Dies 


Irving Rosenbaum, associated unti: 
chree years ago with tne Peck Aa- 
vertising Agency, New York, whe. 
ae resigned to become vice-presiden: 
vi U. Ludwig Baumann & Company, 
rooklyn turniture dealers, died tnis 
week in New York. He was tormerly 
connected for several years with 7'he 
Vew York Times. 


Occupy New Quarters 
F The New Orleans Engraving anda 
Llectrotype Co. recently occupied its 
new, modern home at 509 Iberville 
Street. 


_ Starts Daily 
Thomas Gilroy, publisher of the 
Independent-Record at Thermopolis, 
has started a daily, calling it the 
Record. He will continue the weekly 
under the name of the Independent. 
He is using Associated Press service. 


Will Advertise Ceylon Tea 

A new campaign is being prepareu 
on Tetley’s Ceylon Tea by the Paul 
Cornell Company, New York agency, 
appointed this week by Joseph Tet- 
ley & Company to handle its adver- 


tising. 
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August 29, 1931 


BUSINESS MEN 
TOFIGHT U.S, 
COMPETITION 


“ssolution of Farm Board and 
79 Other Agencies Sought 


Chicago, Aug. 27—Incorporation 
under Illinois state laws was sought 
today by a group of Chicago busi- 
ness leaders whose object is to com- 
hat the entry of the United States 
government into competition with 
private enterprise. 

The organization is to be known 
as the Federation of American Busi- 
ness Men, and will attempt to or- 
zanize public opinion so as to bring 
about dissolution of the Federal 
Farm Board and 79 other govern- 
nental agencies which are claimed 
to be in direct competition with pri- 
vate enterprise. 

The organization was launched 
and a temporary board of directors 
selected at a meeting held at the 
Union League Club Tuesday eve- 
ning, at which 70 men representing 
24 industries were present. Charles 
\. Wilson, president of the Chicago 
“Live Stock Exchange, presided. 

Other members of the temporary 
board of directors include: B. W. 
Snow, crop expert; James E. Ben- 
nett of J. E. Bennett & Co.; William 
[. Galloway of the Middle West 
Utilities Company; Harry B. God- 
frey of Bartlett-Frazier Company; 
“dward J. Dies, National Syndicate 
Service. 

James J. Coughlin, president of 
the Brokers’ Association; J. A. O. 
Preus, president of W. A. Alexander 
Company; Richard I. Mansfield, 
grain merchant; V. E. Staff, Fed- 
eral Public Service Corporation; 
Mark W. Pickell, publisher of the 
La Salle Street Herald, and Harri- 
son F. Jones, executive secretary of 
the National Butter, Eggs and 
Poultry Association. 

The new organization is to be of 
national scope, and is already well 
along in the process of organization 
in twelve states, Mr. Snow stated. 
In addition to Illinois, work has al- 
ready begun in Nebraska, Minne- 
sota, Wisconsin, Indiana, Ohio, Mis- 
sissippi, Tennessee, Texas, Pennsyl- 
vania, Maryland and New York. 

The federation outlined its pur- 
pose and the methods which it in- 
tends to pursue in a statement. 

“The filing of an application for 
a charter is the first public action 
in a movement which has been under 
way for months,” says the state- 
ment. “The purpose is to put an 
end to the undermining of the prin- 
ciples of American government by 
the encroachment of socialism and 
communism. 

“The form taken by communistic 
encroachment is the putting of gov- 
ernment into competition with pri- 
vate initiative in scores of different 
industries. This form of competi- 
tion with private business, backed as 
it is by taxes collected from private 
business and individuals interested 
in such business, is completely in 
conflict with the fundamental prin- 
ciples of our government system. 

“Such competition not only de- 
stroys the security and the property 
of those who are engaged in the pri- 
vate business that is invaded, but it 
creates fear in the minds of all other 
tines of business because of the cer- 
tainty of continued extension of 
such unfair competition. 

“This organization proposes to 
crystallize and organize public sen- 
timent, not only against further 
government encroachment in busi- 
ness, but it proposes to force the 
government out of the business and 
industries which it has invaded. It 
recognizes it as the right of govern- 
ment to regulate the conduct of 
commerce and business to the extent 
necessary to insure the security of 
citizens, but it denounces govern- 
ment competition with its citizens 
as subversive of the liberty and 


welfare of its people.” 
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ADVERTISING AGE 


FORD EXHIBIT 
IS DEALER AID 


Detrcit, Aug. 27—To relieve deal- 
ers of the expense involved in stock- 
ing and displaying a representative 
showing of its more than 40 truck 
models and to assist them in devel- 
oping and closing commercial busi- 
ness, the Ford Motor Company is 
establishing show rooms and selling 
organizations for their co-operative 
use. 

The show rooms are described in 
announcement advertisements as a 
permanent exhibit of Ford trucks, 
embracing more than 40 body types. 
parts and cutaway chassis. The unit 
opened in Chicago this week is the 
fourth, others being in Detroit, Phil- 
adelphia and New York. The plan 
calls for steady expansion until the 
35 cities in which the company has 
branches are covered. 

The Chicago unit of show room 
and sales organization supplements 
the sales efforts of 66 city dealers. 
Each stands to benefit equally from 
business originated by the exhibit 
through an arrangement whereby 
the floor sales force is composed of 
dealers’ salesmen serving in turn. 

Under the present set-up, indi- 
vidual dealers furnish a salesman 
every eleventh day, six dealers’ sales- 
men being on duty at all times. 
Callers and inquiries are referred to 
each in turn, and the leads and in- 
formation gathered becomes the ex- 
clusive property of the dealer em- 
ploying the salesman. 

Dealers are encouraged to bring 
their prospects to the exhibit, where 
they have the advantage of a com- 
plete display, immediate demonstra- 
tions and the services of the com- 
pany’s expert closers. 

The company also maintains a 
corps of missionary salesmen at 
each exhibit who comb the district 
and submit reports to dealers in 
whose territory the leads originate. 
While the dealer is given this initial 
advantage, he is strictly on his own 
in closing the business, as the Ford 
dealer franchise does not carry ter- 
ritorial rights with it. 

As the exhibits are opened in the 
various cities, newspaper advertise- 
ments will invite the general public 
to attend. No advertising will fol- 
low the announcement copy, how- 
ever, until the organization is com- 
plete. 

For the present there will be no 
change in dealer agreements relative 
to minimum stocking and displaying 
of Ford trucks, but it is considered 
certain that the development will 
eventually lighten this dealer bur- 
den. The Ford policy in this respect 
has not only been a sore point with 
dealers, but has been freely criti- 
cised in resolutions adopted by sev- 
eral banking organizations. 


Elliott Service 
Announces Changes 


R. T. Solensten has been elected 
vice-president of the Elliott Service 
Company, New York. Prior to join- 
ing the organization in 1926 as man- 
ager of the industrial division, Mr. 
Solensten was diréctor of the poster 
division of the National Safety 
Council. 

J. O. Emerson, formerly editor of 
the publication of the National 
Board of Foremanship, has suc- 
ceeded Mr. Solensten as manager 
of the industrial division. 


Another for B. B. D. & O. 


Batten, Barton, Durstine & Os- 
born, Ine., have been appointed to 
handle the advertising of Staples, 
Johnson & Company, Biddeford, 
Maine, manufacturers of Marble- 
head cruisers. 


Get Garter Account 


Williams & Saylor, Inc., New 
York agency, has been appointed 
to handle the account of the A. J. 
Donahue Corporation, Milford, Conn., 
manufacturers of Milford Rotary 
Garters. 


Dennis Resigns 
Stanley Dennis, vice - president 


‘and editorial director of the Gage 
Publishing Company, 
as resigned. 


New York, 


| SPUR TIE CHIEF 


ai 


John L. Brummett was elected 
president of Hewes & Potter, Bos- 
ton, this week in anticipation of the 
largest advertising campaign in the 
company’s history on a new four-in- 
hand Spur tie. 


Texas Utility 
to Discontinue 
Appliance Sales 


San Antono, Tex., Aug. 26.—The 
San Antonio Public Service Com- 
pany will discontinue the merchan- 
dising of electric and gas accessories 
and equipment in San Antonio about 
September 1, according to a recent 
announcement by Col. W. B. Tuttle, 
president of the company. 

The decision to withdraw from 
the merchandising field in San An- 
tonio was not influenced by Attorney 
General James V. Allred’s suit in a 
fexas district court seeking revoca- 
tion of the company’s charter on the 
zround that it had been violated 
chrough the selling of appliances, 
Jol. ‘Luttle stated. 

“The facts are that for several 
nonths, prior to any action of the 
Attorney General, we have been con- 
sidering discontinuance of the sale 
of appliances,” the Colonel said. 

“We will cease selling appliances 
only in San Antonio and will con- 
-inue to sell them in smaller com- 
munities. We found that the 
appliance dealers of San Antonio 
were giving better service than any 
other place in Texas and, as we have 
pointed out before, we entered the 
sales field mainly to promote the 
sale of accessories so as to ultimately 
increase the sale of gas and elec- 
tricity. 

“We also wanted to be sure that 
the purchasers got the very best 
equipment so that they would be 
satisfied and continue to use gas and 
electricity. Since we find that this 
service is being given by merchants 
here, there is no further need for 
our continuing. We have notified 
the local branch of the Associated 
Appliance Dealers to this effect.” 

The San Antonio utilities company 
will maintain its home service de- 
partment in San Antonio and give 
users of gas and electric equipment 
and appliances the same service as 
in the past. The company will also 
continue to display the latest in 
appliances in its windows and on the 
arst floor of its building. 


Prominent Canadian 
Typographer Dies 
Fred F. Esler, owner of the Fred 
#, Esler Typographic Service, Mon- 
-real, died recently. He was 50 years 
sid. Mr. Esler was president of the 
Montreal Electrotypers and Engrav- 
ers, Ltd., first vice-president of the 
international Trade Composition 
issociation of America, a director 
of the Graphic Arts Association, and 
a member of the Advertising Club 
of Montreal. 


Publisher Dies 


William Hiram Butt, vice-presi- 
dent and member of the board of 
directors of the Bankers Publishing 
Company, publishers of the Bankers 
Magazine, died at his home in Scars- 
dale Manor, N. Y., Monday. He was 


65 years old. 


DISCONTINUES 
USE OF FORCED 
COMBINATION 


To Sell Space in Individua 
Publications 


New York, Aug. 27—According tc 
a triple-pointed announcement issued 
this week, Modern Magazines (1) 
will discontinue the forced combina- 
tion policy effective with January. 
1982, issues; (2) will provide adver- 
‘isers complete national coverage by 
extending their distribution to news- 
stands in all cities not containing 
Kresge or Kress chain stores; and 
(3) will guarantee advertisers 1,- 
000,000 net paid, 100 percent single 
copy circulation. 


“We are discontinuing the forced 
combination idea,” declared J. Fred 
Henry, advertising manager, “be- 
cause we believe that advertisers, 
knowing their own requirements 
best, should be allowed to buy any 
one or all our magazines, according 
to their opinions of which best an- 
swer the needs of their own business. 

“We have had a very successful 
first year selling Modern Magazines 
as an unbreakable combination, but 
we believe our group is compelling 
enough in itself to sell on its own 
merits, rather than with the help of 
an arbitrary ruling.” 


To Publish “My Story” 


In January, My Story, a new 10- 
zent magazine of true life stories, 
will join Modern Screen and Modern 
Romances as a member of the Mod- 
2rn Magazines group. Advertisers 
will have their choice of buying 
space in any one of the three pub- 
ications individually; or in Group 
A, consisting of Modern Screen and 
Modern Romances, or in Group B, 
zomprising all three of the maga- 
zines. 

Rates in each of the three maga- 
zines when bought singly are based 
yn a cost per page per 1,000 of 
$2.00, but the three in combination 
will cost advertisers $1.50 per page 
per 1,000. 


Until October 20 of this year, ad- 
vertisers may buy 1932 issues of the 
Modern Magazines and My Story 
zombination at $1,300 per page for 
1,000,000 circulation. 

Modern Screen and Modern Ro- 
mances, formerly sold exclusively in 
she stores of S. S. Kresge and S. H. 
Kress companies, are now also on 
3ale at newsstands in every city not 
zontaining stores of these chains. 
The American News Company is 
handling newsstand distribution for 
these magazines, and also for My 
Story, which is sold entirely through 
newsstands. 


Forrest Webster Hurt 
in Airplane Crash 


Forrest U. Webster, advertising 
manager for the Cutler-Hammer 
Co., Milwaukee, was involved in sev- 
eral mishaps August 19 in an effort 
to keep a business appointment in 
New York City. He missed his train 
in Chicago when his taxicab figured 
in a collision. To make up for lost 
time, Mr. Webster boarded an air- 
plane. The plane crashed in land- 
ing at Pittsburgh. Mr. Webster suf- 
fered head injuries in the airplane 
accident, but will recover. 


Beardsley Made Willys- 
Overland Sales Manager 


N. A. Beardsley, formerly man- 
ager of factory branches and sales 
divisions for Willys-Overland, has 
been appointed general sales man- 
ager. 


Use Magazines 
The E. H. Brown Advertising 
Agency, Chicago, are releasing mag- 


azine advertising for the Progress 
Optical Company. Pm 


No. 77 of a Series 
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“He-Rain’’ is Hopi for 


Boy, it RAINED! 


F you follow such affairs, you'll remember that Scribner's 


got quite a riding from the literary columnists when we 
announced the narrative contest ($1000 first prize, $500 
second prize for best narratives of American life). They 
said we were encouraging all the bootleggers and taxi- 
drivers and morons in the nation to try to be writers, 
when real writers had a tough enough time as it was. 
They inferred that we'd only be stimulating false hopes 
in the bosoms of the amateurs and get no stories worth 
printing in the Magazine. 

We may have stirred the false hopes but we're also 
getting the stories. Really, they're fine stories; they'd 
make your heart glad to read them. Since they're about 
human experiences, even the worst of them are interest- 
ing. The best—which we are buying—are very good. 

lf these narratives aren't America, there is no America. 
Now take this tale “He-Rain’’ by Holger Cahill in 
September Scribner’s. It’s about a bunch of fellows going 
from Santa Fe to the Hopi Snake dance. They go in a Ford 
and they try to stick behind a gang of tourists in Packards 
and Cadillacs because they figure that if they get stuck in 
an arroyo the big cars can pull them out. 

The narrative doesn’t tell anything about the Snake 
Dance itself, it's just the business of getting there. They 
run into 4 rain—not a little-bitty she-rain, but a he-rain. 
And that’s a rain in the Southwest! 

It's one of those tales that make you feel good—just 
the real stuff, no romantics, no drama, just that car and 
those birds going out to the Snake Dance. We're grinning 
all over as we write this—just thinking about that con- 


founded thing. 


RIBNER’S 
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Advertising Should Have Something 
to Say 


Financial commentators are cou- 
pling the element of stable earnings 
with industrial research. The two 
seem to go together. The manufac- 
turer who is not content merely to 
push his present good product, but 
is anxious to be the first in his field 
to improve it, seems to have a much 
better grip on his markets than his 
less enterprising competitors. And 
if he advertises, his position becomes 
well-nigh impregnable. 


The Eastman Kodak Company is 
being pointed to as a good example 
of a company which is maintaining 
its position in point of sales volume 
and net earnings: first, by intelli- 
gent merchandising and advertising 
of its present products, and second, 
by being constantly able to offer new 
and improved products. The two 
have more than an incidental rela- 
tionship. 

Eastman has been pioneering in 
many directions since it first made 
amateur picture-taking popular fifty 
years ago. Today it is just as ag- 
gressive in the direction of improv- 
ing photography as it was years ago 
when the field seemed to be open for 
maximum development. With color 
photographs, home movies and other 
new things available for the ama- 
teur, the Eastman company has not 
only had something new with which 
to build sales, but something new to 
say in its advertising. 

The manufacturer who is bringing 
out a better product with each suc- 
ceeding year should have few adver- 
tising problems. Research is pro- 
viding material which should inspire 
the copy-writer, and which actually 
dces give him an opportunity to 
write messages for the public in 
which the latter can take a keen and 


spontaneous interest. 


Happy is the advertising man 
whose company or client is not con- 
tent to go along with the same old 
product, but which is constantly add- 
ing new interest and new value by 
definite improvements. And just as 
it is easier to write vigorous, inter- 
esting and compelling copy about 
products which offer greater service 
and value to their users, so it is 
easier for the sales and distribution 
organization to enthuse over them 
when the presentation is made to 
the trade and to the public. 

Those who may share this point 
of view in theory, but find it diffi- 
cult to work out in practice, may 
insist that Eastman Kodak is a 
unique company, whose position, by 
reason of its pioneering history and 
broad control of its field, is much 
stronger than that of companies in 
other lines. This may be so, but if 
Eastman, with its strategic competi- 
tive position in photography, finds it 
worth while to continue to carry on 
pioneer research work, how much 
more does the company not so for- 
tunately situated need this aid to 
merchandising progress? 


It may also be insisted that many 
lines which are much more common- 
place than those which depend upon 
advanced chemical, mechanical or 
eletrical engineering are not subject 
to comparable improvements. They 
can’t be changed in essential char- 
acteristics like cameras or automo- 
biles or electric refrigerators. That 
is a debatable question, but it is cer- 
tain that no matter how apparently 
ordinary and common-place the prod- 
uct is, the field for research in de- 
sign and application is still wide 
open for intelligent effort. 


The Ice Industry Learns About 
Marketing 


Kenneth Goode wrote a book on 
“How to Turn People Into Gold.” 
He should now consider the possi- 
bilities of one with the title, “How 
to Turn Lemons into Lemonade.” 
Some people seem to be taking hold 
of their difficulties and making op- 
portunities out of them. 

For example, the ice industry, for 
which many tears were shed a few 
years ago, is reported now to be 
having the greatest business in its 
history. The advent of electric re- 
frigeration, which many observers 
predicted would see the speedy re- 
tirement of the iceman, has had just 
the opposite effect. The ice in- 
dustries, noting the possibility of 
trouble from this new competitor, 
got busy and began to advertise on 
their own account. The result was 
that they created many new con- 
sumers of ice—more than enough to 
offset the losses due to the competi- 
tion of Frigidaire, Kelvinator, G-E 
‘and the rest. ‘ 


Probably the new competition 
which the ice industry has experi- 
enced is the best thing that could 
have happened to it. It may have 
been drowsing comfortably, with the 
feeling that business was pretty 
good and that there wasn’t very 
much use of getting excited about 
the possibility of creating more. 
That sort of attitude did not pro- 
mote improvement either in the 
manufacture of the product or its 
distribution. 

When the ice manufacturers were 
suddenly confronted with the neces- 
sity of getting out and hustling for 
more business, and of measuring the 
possibilities of the potential, unde- 
veloped market for ice for household 
and industrial purposes, they real- 
ized that they had been at least 
half-asleep for a long time. They 
are now wide-awake, and are ag- 
gressively developing the market 
which alert study of sales opportu- 
nities has revealed. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


274. Where Skould You Sell? 


In this 12-page brochure, the mar- 
keting division of the International 
Magazine Company, New York, has 
made a contribution to the discus- 
sion of selective selling with its ex- 
planation of the Trading Area Sys- 
tem of Sales Control. In addition to 
this booklet, the publishers offer 
maps by which the principle can be 
applied. 


243. Announcement —The Hanjon 
Company. 


With its entry into the electrical 
transcription field, the Hanjon Com- 
pany, New York, has issued a folder 
describing eight new sustaining pro- 
grams available, which reflect this 
experienced organizatitén’s knowl- 
edge of radio entertainment that 
clicks. 


277. The 
Atlanta, 


This is the second of a series of 
analyses of readers of Review of 
Reviews, the first covering Youngs- 
town, O. A credit company handling 
7,000,000 reports annually surveyed 
the entire Atlanta subscription list, 
then submitting the findings to 
certified public accountants for 
verification. The report, issued as 
“A Market Audit of Circulation” 
shows the high standing and afflu- 
ence of readers. 


Review of Reviews in 


283. Basic Function, Services and 
Principles of Outdoor Adver- 
tising Inc. 

All advertisers will be interested 
in this folder stating the methods 
of the new sales organization for 
the outdoor industry. “Our represen- 
tatives approach advertising prob- 
lems from the marketing point of 
view,” according to this exposition. 
Only four pages to read, too, which 
is an asset these hot days. 


284. Somebody’s Customer! 


The W. B. Ziff Company has is- 
sued a 20-page folder which will 
banish some illusions about the 
Negro market. Wilton R. Boone, Jr., 
is pictured as representing the av- 
erage colored man. He has been a 
U. S. postal clerk for 15 years and 
earns $2,100 yearly. The survey fol- 
lows the postal clerk to his home, 
in front of which reposes a 5-pas- 
senger Pontiac sedan, and shows the 
routine of his existence and the na- 
tionally advertised goods he favors. 


281. The Collegiate Salesman. 


This folder from the Collegiate 
Special Advertising Agency brings 
up to date a complete list of college 
newspapers, latest registration fig- 
ures according to sex, a complete list 
of college comics, the college daily 
newspaper group and the sorority 
group. 


286. The Public State of Mind. 


Though True Story describes it- 
self as the magazine of the wage 
earner, it has gone aristocratic in 


is too handsome to be described, so 
advertisers who are looking for new 
ideas would do well to send for it. 
The book presents a study in edi- 
torial appeals of various magazines, 
with some letters from readers 
which throw light on the position it 
holds in its field. 


214. The Place of the Trade Paper 
in the Advertising Plan. 

In this 16-page booklet, published 
by the International Magazine Cor- 
poration, New York, Ray Sherman, 
editorial director of the Hearst Busi- 
ness Magazines, discusses the quali- 
ties to be found in a good business 
magazine and when and how the ad- 
vertiser can profitably use business 


paper space. 


this piece of research material. It 
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— Life 


“You may sneer, my good man, but some day you will 
actually need a comfey-homey vacuum cleaner and I won't be 


here.” 


Voice of the Advertiser 


The Right Picture and 
the Right Name, But— 


To the Editor: In your isue of 
August 1 you published a _ story 
about “Maxwell House Bids for Su- 
premacy With Vita-Fresh Cam- 
paign,” and in connection with this 
story you used a picture of the 
president of General Foods Corpora- 
tion, Colby M. Chester, Jr. 

This picture, however, was labeled 
Chester M. Colby, Jr., instead of 
Colby M. Chester, Jr. General Foods 
Corporation has asked us to call that 
error to your attention. Hereafter 
will you please use Mr. Chester’s 
name in the correct form? 

R. J. DUSTMAN 
Erwin, Wasey & Co., Inc., 
New York. 


* * * 


Local-National Rates 
Battle Still Wages 


To the Editor: I have just read 
the ingenuous, if not ingenious, ar- 
gument of Mr. Carle D. Brown, of 
the Salt Lake Tribune-Telegram, to 
the effect that the newspaper pub- 
lisher is warranted in charging na- 
tional advertisers a higher rate 
because these advertisers have more 
“outlets” or a larger consumer group 
than the retailers. 

At least, he seems to think that 
this is usually the case; and I don’t 
suppose the exceptions count. 

Experienced advertising - agency 
men will, I think, get a good laugh 
out of Mr. Brown’s assertion that 
“These facts seem unknown to even 
the largest agencies.” 

If the number of “outlets” or the 
size of the consumer group can 
rightly be the yardstick by which 
advertising rates are measured, then 
Ford Motor Company should pay 
several times the rate charged to 
the poor Packard and the still poorer 
Rolls-Royce concerns. 


And the great centrally located de- 
partment stores, with their multi- 
tudinous offerings and universal ap- 
peal, ought to pay a much higher 
rate than the specialty retailer or 
the general run of national adver- 


tiser. Some brave soul should sug- 
gest this to department-store adver- 
tisers; he should be well armored 
when he starts on his errand. 

No rational advertising rate-sys- 
tem can be based on such a scheme. 
Some day the newspapers will get 
away from this archaic view of the 
rate question. Until then national 
advertisers will use their wits in 
getting around the illogical 2-rate 
system, or else use other mediums 
in place of newspapers. 

S. ROLAND HALL 


Easton, Pa. 
* * * 


You’re Welcome, Mr. 
Webster, and Thank You! 
To the Editor: Thanks for the 

splendid article you gave our Unit 

Advertising System in your August 

15 issue, and also for the promptness 

with which you shipped the fifty 

copies requested in our wire. 

I have noted the growth of your 
paper since it started, when, as you 
remember, I was on the Wisconsin 
News. It has certainly gotten a lot 
bigger and better in every way, and 
I have heard comments from many 
advertising men about the numerous 
things of interest they find in ADvER- 
TISING AGE. 

With best wishes for continued 
success, 7 

GRANT M. WEBSTER, 
Advertising Manager, - 
The Kroger Grocery & Baking Co. 


Cincinnati, O. 
* * * 


It Satisfies! 

To the Editor: I have been a 
reader of advertising journals ever 
since the “Bustle and Bangs Age”— 
and at last in this “Golden Age” of 
advertising and _ publicity along 
comes ADVERTISING AGE with the 
most complete and satisfying news 
of the advertising world. 

The other day I heard a big Ad 
Man say: “This is the one news- 
paper on advertising everyone in our 
office reads. It is filled with valu- 


able information and good leads.” 
Keep up the Good News—More 
power to you. 
CHALMERS LOWELL PANCOAST 


Charles C. Green 
Advertising Agency, New York. 
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WESTINGHOUSE 
DEVELOPS NEW 
RADIO SURVEY 


Claim System Is Fair, Econom- 
ical and of Lasting Value 


Pittsburgh, Pa., Aug. 25—An an- 
alysis of the actual audience of a 
radio station which is claimed to be 
“the first correct yardstick ever ap- 
plied” to this subject, has just been 
completed by the Westinghouse Elec- 
tric & Mfg. Co., for its Pittsburgh 
station, KDKA. 

The station mail was used only to 
determine the “primary zone of in- 
fluence” of the station, and the 
actual determination of the number 
of listeners was made by personal 
interviews throughout this zone. 

The method of analysis used was 
worked out by Benjamin Soby, sales 
promotion manager for all Westing- 
house stations, who claims that many 
advantages are to be found in this 
particular type of survey, the most 
important of which are that it is 
absolutely unbiased and equally fair 
to all stations, that it does not re- 
quire continual research since its 
findings will hold true for a period 
of time, and that it requires a mini- 
mum of expense. 

The analysis developed three im- 
portant points with reference to sta- 
tion KDKA: the primary zone of in- 
fluence of the station, which is de- 
fined as the zone in which the station 
not only can be heard, but in which 
there is a sizable audience at any 
time of the day or night; the audi- 
ence, or the daily average number of 
listeners to KDKA in this zone; and 
the variation in the size of the audi- 
ence in this zone from month to 
month, 


Listening Area Is Zoned 


The information as to the pri- 
mary zone of influence of the sta- 
tion was secured entirely from an 
analysis of station mail received 
over a period of months. In deter- 
mining the limits of the zone, the 
territory about Pittsburgh was di- 
vided into trading zones, rather 
than counties, because most mer- 
chandising plans are based on trad- 
ing areas, and all station mail was 
credited to the trading area from 
which it originated. 

In this manner it was ascertained 
that a definite area comprised with- 
in a radius of about 125 miles from 
Pittsburgh composed the zone in 
which there is a substantial audi- 
ence for the station at all times. 
This zone comprised 33 trading 
areas, with a total population of ap- 
proximately 6,000,000. 

In determining the actual KDKA 
audience in this primary zone of in- 
fluence, two additional items of in- 
formation were necessary: the num- 
ber of radio sets in the zone, and 
the listening habits of the people. 
The number of families and the 
number of sets in the zone were 
gathered from U. S. Census figures, 
and the listening habits of radio 
owners were gleaned from continu- 
ous national research which is being 
carried on under the auspices of the 
Association of National Advertisers. 
This study of listening habits, which 
has been carried on since March, 
1930, has revealed that 73 percent 
of all radio sets are tuned in some 
time every day, and that the aver- 
~ number of listeners per set is 

4 F 


‘Use Personal Interviews 


To determine what percentage of 
this total daily audience listened to 
any one station, the personal inter- 
view method was used. Two men 
were armed with questionnaires and 
sent out to interview one percent of 
the radio-owning families in each 
trading area. The questionnaire 
was very carefully developed so as 
to allow no possibility of error, and 
read as follows: 

1. Date and place. 

2. Person interviewed was male 
need emale, 


3. Number in family ........ Adults 
(over 13) Children. 

4. Have you a radio receiving set 
in your home? 

5. What stations do you listen to? 
Be 3 4 

6. What station do you listen to 
most of the time? 

7. Do you listen in the morning 
(8 a. m. to noon)? a. Do you listen 
regularly (four days or more per 
week)? b. Do you listen occasion- 
ally (two days or more per week)? 
c. Do you never listen? 

Questions 8 and 9 were repetitions 
of question 7 for afternoon and eve- 
ning. 

10. Do you listen more on some 
days than on others? 

11. Which days do you listen 
most? 

12. What programs did you hear 


yesterday? a. Morning; b, after- 
noon; ¢, evening. 


Ten Stations Are Favored 

The survey was made during the 
month of May, which was considered 
an average between summer and 
winter. The tabulation of the sur- 
vey, according to Mr. Soby, devel- 
oped that the method used in estab- 
lishing the primary zone of influence 
was correct; that the total daily 
audience in this zone divided its lis- 
tening time among 56 stations; that 
the greater part of this listening time 
is given to 10 of these 56 stations; 
and that the number of interviews 
was sufficiently large to give satis- 
factory information. 

May was used as the base month 
upon which to figure monthly fluctua- 
tions in the listening audience. For 


instance, it was known that in the 
Wheeling, W. Va., trading area the 
daily average KDKA audience dur- 
ing May was 28,168 people. During 
the same month 386 pieces of mail 
were received from this trading 
area. This was 1.73 percent of the 
total mail response from the pri- 
mary zone of influence. 

If the percentage of mail response 
from this particular trading area 
remains constant, then it is evident 
that the audience in that area re- 
mains constant, according to Mr. 
Soby, whereas if the percentage 
fluctuates in either direction it is 
comparatively easy to determine the 
actual difference in listeners. 

The actual figures developed for 
KDKA by this study shows the total 
population of the station’s primary 


zone of influence as 5,891,000, and 


the average daily audience as 1,535,- 
800. Of these, it was found that 
KDKA had 777,283 listeners in the 
base month of May, 846,431 in Janu- 
ary, 841,602 in February, 794,052 in 
March, 790,590 in April, and 791,981 
in June. 

Similar studies will be made as 
rapidly as possible for all Westing- 
house stations throughout the coun- 
try, Mr. Soby stated. 


Transit Mixers 
Appoint Agency 
Transit Mixers, Inc., Oakland, 
Calif.. manufacturers of concrete 
mixing machines, have appointed the 
New York agency of Wilson & Bris- 
tol, Inc., to handle the company’s 
account. A. W. Wilson, account 
executive, states a campaign is con- 
temnlated in leading trade papers. 


is pretty steep. 


ILLUSTRATES A POINT 


Jack and Jill went up the hill to fetch a pail 
of water. Jack fell down and broke his 


crown and Jill came tumbling after. 
WHY? 
* * * 


Jack represents some advertisers. Jill represents 
some inexperienced advertising advisers. 


The hill to climb to reach Advertising Success 
Besides, it has many slippery 
places. One must be fit 
before he starts to climb it. 
He must first go into train- 
ing. He must be shown 
how to take each step. 


There are no Jacks among 


are no Jills in our organization. 


A NURSERY RHYME 


our clients and there 
It is a case of 


steady, sure climbing on their part and ours. 


Have we reached the top of the Hill? Not yetl. 


But we are up far enough 


to see the results of 


our continuous climbing. We are close enough 
to see the top, where there is an attractive Out- 
door structure, displaying a short message, 


accentuated by a striking 


picture and pleasing 


color effects. The sign reads: 


Stick to it, boys, 
You are doing 
good work. 


Even if he slips once in a 
while, he must know how 
to recover his balance and 
start climbing again. 


There are some happy-go- 
lucky Jacks and Jills who 
like each other and start 
up the hill together, after 
a pail of water (or, shall 
we say, a pail of gold), 
believing that they can 
reach the top, if anyone 
can. Heavens! how many 


Jacks (advertisers) fall 


down and break their crowns, with their Jill 
(advertising adviser) partners tumbling after them. 


The Advertising Hill is strewn with wrecks— 
but you don’t find among them any seasoned ad- 
vertisers or advertising advisers. Only those who 
venture without preparedness lose their footing. 


OutdoorjAdvertising} Advocates 


Outdoor Advertising is 
our first, last and only love. 
We have celebrated our 
Silver Anniversary. We 
are all set to carry on the 
balance of our lives. Out- 
door Advertising, the way 
we handle it, keeps the 
feet of our clients and 
ourselves firmly fixed on 
the stairs which lead to the 
top of the hill labeled 
Advertising Success. 


Perhaps some executive or Advertising Manager 
reading this advertisement may wish to confer 


with some one of our many seasoned specialists 


in Outdoor Advertising. If so, we are at his 
service at any time or place. We believe we 
can show him how to place his feet firmly on 
the stairs—and climb. 


OUTDOOR ADVERTISING AGENCY OF AMERICA 


INCORPORATED 


NEW YORK 
Graybar Bldg. 


Outdoor Advertising Only 


PITTSBURGH: 
Bessemer Bldg. 


CINCINNATI 
Chamber of Commerce Bidg. 


CHICAGO 
6N. Michigan Ave. 
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FREE TRIPS FOR 
CHILDREN HELP 
SELL COCA-COLA 


Outings Unusually Effective ir 
Building Goodwill 


Kansas City, Mo., Aug. 26.—The 
Coca-Cola Bottling Company here is 
building goodwill among present 
and future consumers with sets of 
96 natyre study cards accompanied 
by a handbook for the instructor by 
Ernest L. Crandall, director of 
visual education in the New York 
City school system; daily radic 
programs rendered by the children 
who belong to “Brother John’s 
Kiddie Club,” and all-day, free out- 
ings in a specially decorated nature 
study bus. 

The bus has hauled 6,000 children 
more than 12,000 miles since it was 
put into service last’ November when 
it took classes daily to the American 
Royal Live Stock Show. 

That introduction made it so well 
known that it has been scheduled 
weeks in advance ever since and has 
been idle only on days when the 
weather made sightseeing trips 
impossible. 

The bus is decorated especially to 
delight children and to hook up with 
nature study cards. It was first re- 
finished in the chrome yellow with 
red lettering used by the company 
and then finished inside in lettuce 
green blending into antique gold in 
the edges of the panels and with 
conventional bluebirds in the cor- 
ners. The exterior is decorated with 
34 animals and birds, carefully 
copied from nature. These drawings 
are real works of art in color, shad- 
ing and expression. 

The company decided to furnish 
the bus and free expeditions to fac- 
tories and parks as a continuation 
of the nature study it has been 
giving children and as a worth-while 
project calculated to hold the child’s 
attention and to give him knowledge 
that will be useful and interesting. 

The bus operates within a radius 
of fifty miles of Kansas City and 
takes any organized group in charge 
of an adult for a free day’s outing 
wherever they wish to go. 

This schedule may include art 
galleries, museums, factories, parks 
and other places. The company fur- 
nishes a lunch for the children in a 
dining room especially prepared for 
them at the plant. They also main- 
tain four large aquariums containing 
64 varieties of fish at the plant. 
These have proved an unusual draw- 
ing card, and have been responsible 
for bringing many visitors to the 
plant. 

Although the immediate object of 
this unusual service is to create 
goodwill among parents and friends 
of the children, the company believes 
that it is laying the foundation for 
larger profits in future years by 
building up friendship and goodwill 
for Coca-Cola among the children 
themselves. 


Hat Companies Merge 

The Brigham-Hopkins Hat Co., 
Baltimore, and the New England 
Panama Hat Co., New York, re- 
cently were merged when M. R. 
Litman of New York purchased the 
stock of the former concern. The 
merged concern will operate from 
Baltimore, where the Brigham-Hop- 
kins Hat Co. has been established 
for more than 60 years. 


Addison Vars Gets 


Industrial Account 

The Multicell Corp., Lockport, 

N. Y., manufacturers of heating sys- 

tems and heating, cooling and con- 

densing specialties, have placed their 

account with the Buffalo office of 
Addison Vars, Inc. 


Moreland Moves 
The Chester C. Moreland Com- 
ny, Cincinnati advertising agency, 


announced the removal of its 
offices from the vident Bank 
Bldg. to 114 Garfield Place. 
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This bus, used by the Coca-Cola Bottling Co., Kansas City, Mo., is so popular with 
children that it is scheduled for weeks in advance. In it 6,000 children have traveled 


12,000 miles. 


Canadian, U.S. 
Film Agencies 
to Reciprocate 


New York, Aug. 27.—The Screen 
Special Agency division of General 
Business Films, Inc., has completed 
arrangements with the Canadian 
Motion Pictures Advertising Com- 
pany, Ltd., of Windsor, Toronto, and 
Montreal, Canada, whereby either 
concern may book advertising films 
in the houses of the other, it is an- 
nounced by Francis Lawton, Jr., 
president of the former company. 

The Canadian firm has advertis- 
ing film booking contracts with 500 
theatres in that country while Gen- 
eral Business Films has similar con- 
tracts with 650 theatres in the 
United States. 

Louis P. Beaulac, head of the 
Canadian company, stated while in 
New York recently to complete this 
arrangement, that because advertis- 
ing mediums in Canada are not as 
numerous and do not have the cir- 
culation of those in the United 
States, large advertisers are using 
the screep extensively for coverage 
of the Canadian market. 


Financial Advertisers 
Hear John H. Millar 


Chicago financial advertisers heard 
John H. Millar, Chicago editor of 
Business Week, talk on “Manage- 
ment Meets the Depression” at their 
regular meeting at the Midland Club 
on Wednesday. 

Mr. Millar gave an account of the 
methods employed by specific con- 
cerns in meeting the problems aris- 
ing out of the business depression, 
and pointed out the significance of 
these experiments to the financial 
business. 


Baltimore Agency Has 
Two New Accounts 
A. Hoen & Company, printers and 
lithographers, Baltimore, have ap- 
pointed Van Sant, Dugdale & Cor- 
ner, Inc., advertising agency of that 
city, to conduct a special campaign 
in selected fields. The laundry serv- 
ice division of this agency has also 
been appointed by the Home Laun- 
dry, Inc., Charlottesville, Va., to 
conduct an educational newspaper 
advertising campaign. 


Evans Goes to New York 


with American Airways 
Silliman Evans, Fort Worth, for- 
mer director of public relations for 
‘the southern division of American 
Airways, has been appointed assist- 
ant to F. G. Coburn, president of 
the company, with headquarters in 
New York, Evans entered the avia- 


tion industry in 1928 as director of 

ublic relations for Southern Air 

anepest, Inc., which was later ab- 
sor 


by American Airways, _ 


BENDIX TAKES 
A SHORT CUT 
TO CONSUMERS 


South Bend, Ind., Aug. 27— 
Breaking away from the precedent 
that a manufacturer of automotive 
parts should wait patiently until car 
manufacturers are ready to exploit 
its new products, the Bendix Avia- 
tion Corporation has adopted the 
plan of selling the public direct 
while opening the door a little wider 
to the manufacturing trade. 

The company’s decision, of which 
an aggressive consumer campaign is 
a part, is meeting with the enthusi- 
astic support of automotive dealers 
and wholesalers, who for some years 
have been facing the ever increasing 
problem of nothing to sell as the re- 
sult of the tendency of manufac- 
turers to market automobiles fully 
equipped. 

Car dealers, also, are rallying to 
the Bendix banner in large numbers, 
as the company’s products require 
shop installation and the dealers 
thus derive business for their service 
departments, as well as a profit on 
the sale of the merchandise. 


The appearance of the first adver- 
tisement featuring a clutch control 
and free wheeling device, a spread 
in the August 29 issue of The Sat- 
urday Evening Post, was immedi- 
ately followed by a lively demand 
for the company’s stock. It was the 
most active issue of the week on the 
Chicago exchange, scoring a gain of 
several points. 

The financial news was significant 
in that it was linked with the rumor 
that General Motors had just con- 
tracted to put the company’s im- 
proved free wheeling device on all 
its cars. As one object of the con- 
3umer campaign is to create a de- 
mand which will exert pressure on 
car manufacturers, the General Mo- 
tors report, if true, is an eloquent 
endorsement of the advertising’s 
effectiveness in accomplishing one 
major purpose. 

In addition to the free wheeling 
device, the company has introduced 
a brake booster. Within the next 
30 days it will announce the Startix, 
an electrical device which automat- 
ically keeps the motor running as 
long as the ignition is turned on. 
Other products suitable for distribu- 
tion through the automotive trade 
are now in ‘the process of develop- 
ment. 


The account is in charge of Wil- 
liams & Cunnyngham, Chicago. 


Distributors to 
Plan Legal Fight 
on Texas Tax Law 


San Antonio, Tex., Aug. 26—Defi- 
nite legal processes by which the 
Texas peddler’s tax law is to be 
attacked in the courts are yet to 
be decided upon, according to Ter- 
rell, Davis, McMillan & Hall, San 
Antonio law firm serving as counsel 
for the Texas Allied Distributors’ 
Association, organized in San An- 
tonio last week, following a meeting 
ot 200 distributors. Membership af- 
filiations have since been extended 
throughout the state. 

Almost every line of merchandise 
distributor is believed to be affected 
by the law, which imposes a tax of 
from $5 to $20, depending on the 
population of the county, upon each 
person who delivers goods at the 
same time that he makes the sale. 
This law has been construed as tax- 
ing the ice delivery man and others 
making similar deliveries as well as 
truck wholesalers who visit towns in 
a certain territory and make sales 
and deliveries to merchants. 

No delinquency under the law is 
chargeable until after September 1, 
and it is hoped that certain legal 
measures will have been taken by 
that time to prevent its operating 
disastrously upon certain types of 
business against which obviously it 
was not intended to be directed, but 
just what legal procedures would be 
set in motion, counsel for the dis- 
tributors’ association has not dis- 
closed at this time. 


Joins Printing Company 

Louis A. Brandenburg, formerly 
promotion manager of the Tulsa 
Tribune, has joined the McCormick- 
Armstrong Company, printers and 
direct mail advertisers of Tulsa, 
where he will have charge of plan- 
ning catalogs, house organs and di- 
rect mail campaigns. 


Lower Rates 


Columbia, monthly magazine pub- 
ished by the Knights of Columbus 
as issued a new rate card effective 
August 15, which announces lower 
rates. The agate line rate has been 
dropped to $2.40, and the cost of a 
oage is now $1,600. 


Joins Editorial Staff 


F. C. Emmerling has joined the 
editorial staff of The Mechandise 
Manager of New York. He was 
formerly with the Keystone Pub- 
lishing Co. of Philadelphia. 


Publisher Dies 
W. L. Skelton, part owner of the 
Elberton (Ga.) Star and connected 
with that paper since 1896, died Au- 
gust 24. He was 74 years_old. 


Yartman Wins Ad Men’s 
Golf Tournament 


The regular monthly golf tourna- 
nent of the Western Advertising 
Golfers Asscciation at Butterfield 
Yountry Club was won by George 
Hartman, J. L. Sugden Adv. Co., 
with a low gross of 40-40-35—115 
for 27 holes. H. W. Markward, of 
the Chicago office of True Story 
magazine, was second. 

Low net was won by Werner B. 
Schmidt of Felix G. & Werner B., 
Schmidt, the following being tied for 
second place one stroke behind the 
eader, who had 111: Thomas §. 
Gamble, Gamble & Co.; Arthur 
Howell, Campbell Soup Co.; Homer 
Buckley, Buckley, Dement & Co.; 
and F. E. Crawford, Jr., of the Chi- 
cago office of the New York Sun. 

Flight winners were: Samuel R. 
Penfield, Curtis Pub. Co.; W. D. 
Washburn, Doubleday, Doran & Co.; 
R. W. Markward; C. D. Freeman, 
Popular Science Monthly; Howard 
W. Keefe, Crowell Pub. Co.; Kenath 
T. Sponsel, Curtis Pub. Co.; W. O. 
Coleman, American Flyer Mfg. Co.; 
I. P. Gassman, Arcade Mfg. Co., 
Freeport, Ill.; F. E. Crawford; 
Charles M. Sloan; Cliff Ensinger, 
The New Yorker; Don Smith, Lib- 
erty; A. Howell; Wallace Patterson, 
Christian Herald; and Thomas 
Gamble. 


Tenth District A. F. A. 
Meeting Dates Changed 


The dates of the Tenth District 
Convention of the Advertising Fed- 
eration of America to be held in San 
Antonio were changed definitely to 
October 11, 12 and 18 at a called 
meeting of the board of directors 
and the convention committee of the 
San Antonio Advertising Club, held 
recently. 

Two new appointments were made 
at the meeting, that of G. K. War- 
wick, G. K. Warwick & Sons, as 
general convention chairman, and O. 
P. Schnabel, manager of the Jeffer- 
son Standard Life Insurance Com- 
pany, as entertainment chairman. 

A large exhibit is expected at the 
meeting, and a number of cash prizes 
have been offered for the best dis- 
plays. In addition a silver loving cup 
has been donated by Frank G. Hun- 
tress, publisher of the San Antonio 
Express and Evening News, and 
member of the board of directors of 
the A. F. A. 


Restrain Enforcement of 
State Margarine Law 


A temporary injunction has been 
obtained in circuit court restraining 
the department of agriculture and 
markets of Wisconsin from enforc- 
ing the oleomargarine law enacted 
at the last session of the legislature. 
The law was to go into effect Sep- 
tember 3. In the complaint filed, it 
is claimed that the law is unreason- 
able, arbitrary and discriminatory 
and takes property without due com- 
pensation. Its constitutionality is 
also challenged. 


‘Journal-Lancet’ 
Publisher Dies 


W. L. Klein, for 40 years pub- 
isher of the Journal-Lancet, medical 
_olication issued from Minneapolis, 
lied recently. me is survived by his 
widow and two sons, Kenneth O. 
&lein and Horace C. Klein, co-pub- 
isher with A. C. Harmon of The 
Mat gud and the Farmer’s Wife, St. 
aul. 


“Pictorial Review” 
Adds Graham, Kreutz 


The Pictorial Review Co. has an- 
nounced the addition of Richard M. 
Graham, recently with Tower Group 
and previous to that with Curtis 
Publishing Co., to its western adver- 
cising staff. Alfred M. Kreutz, for- 
nerly with Berkey & Gay Co., has 
pre added to the eastern advertising 
staff. 


Retained by Agency 
Kenneth Goode, author of adver- 
‘ising books and lecturer on _ this 
same subject at Columbia and New 
York Universities, has been retained 
by the Biow Company, New York 


agency, as counsel on modern adver- , 


‘ising technique, it is announced by 
M. H. Biow, president of the agency. 


Reading Iron Co. 


Consolidates Offices 

The Reading Iron Co., Reading, 

?a., has announced the consolidation 

f its general executive and general 

sales offices in the Terminal Com- 

merce Bldg., 401 N. Broad St., Phila- 
delphia, effective September 1. 
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Why wont 


dealers push 


HICAGO TRIBUNE two-color, run-of-paper advertis- y te oe Y once to move at a new profit-making speed. 


ing provides a sales aid that brings customers in con- i Wf Two-color Tribune pages cost but little more than black-and-white. You 


vincing volume to the dealers’ counters. SP ean vun any day you want without anticipating deadlines weeks in advance. 


Run-of-paper color is spectacular. Its startling effect is meas- Let a Tribune man give you the complete facts about run-of-paper 


ured in quickened interest and speedier action from readers. And two-color advertising. 


color in the news section, color packed with the power of the news- 


paper page, is as new and striking to the dealer as to the consumer. , h ir ayo CGribune 


Dealers can't miss a campaign launched or carried on in Tribune THE WORLD‘S GREATEST NEWSPAPER 
AVERAGE NET PAID CIRCULATION SIX MONTHS ENDED MARCH 31, 1931: 
color. A single page is notification to them that an item will start at IN EXCESS OF 805,000 DAILY; MORE THAN 1,075,000 SUNDAY 


Eastern Adv. Office. NEW YORK Southern Adv. Office. ATLANTA New England Adv. Office. BOSTON Western Adv. Office. SAN FRANCISCO 
220 E. 42nd St. 1825 Rhodes-Haverty Bidg. 


718 Chamber of Com. Bldg. 820 Kohl Bldg. 
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SEEK DEFINITION 
OF ADVERTISING 


Chicago, Aug. 26.—The Women’s 
Advertising Club of Chicago is spon- 
soring a nation-wide competition to 
discover the most complete and prac- 
tical answer to “What is Advertis- 
ing?” 

The contest will open September 1 
and close September 30. The answers 
must be in the form of a definition 
and must not exceed 25 words. 

A silver trophy will be awarded 
the winner, whose name will be in- 
scribed thereon. All material is to 
be addressed to Miss Martha Dela- 
plaine, Women’s Advertising Club of 
Chicago, 1036 Washington Boule- 
vard, Oak Park, Il. 

The judges are Gilbert T. Hodges, 
president of the Advertising Federa- 
tion of America; Jeannette Carroll, 
vice-president of the A. F. A., who 
is associated with the Bryant-Strat- 
ton College, Providence; Frank H. 
Young, director of the American 
Academy of Art and author of 
“Advertising Layout”; Don Fran- 
cisco, vice-president of Lord & 
Thomas, Los Angeles; and Lucille 
B. Fisk, president of the Women’s 
Advertising Club and secretary of 
the American Home Magazine Pub- 
lishers Association. 


Bay Co. Account 
to Blackman 


The advertising account of the 
Ray Company, Bridgeport, Conn., 
manufacturers of baby powder, re- 
cently acquired by Parke, Davis & 
Company, is now handled by_the 
Blackman Company, New York 
agency which has handled the Parke, 
Davis & Company account for some 
time. 


Joins Publication 


Ray L. Spencer, advertising and 
merchandising director of the 
National Electric Products Cor- 
poration, has resigned to join the 
Case - Sheppard - Mann Publishing 
Corporation as merchandising coun- 
selor for Electricity on the Farm. | 


Golfers to Get 
Cans of Coffee 


for “‘ Birdies’’ 


Memphis, Tenn., Aug. 25.—The 
Maury Cole Co., coffee roasters 
of Memphis, Tenn., have decided 


to give a can of Canova coffee to 
every golfer registering a birdie on 
certain stipulated golf courses in 
Atlanta, Louisville, and Dallas. 

The idea behind the plan is to 
introduce Canova coffee into the bet- 
ter homes of these cities, as well as 
to secure the general publicity which 
will inevitably result from the plan. 

The plan will probably be ex- 
tended into the cities of Norfolk, 
Va., and Memphis, Tenn., within a 
short time. No effort will be made 
to go into cities where the company 
does not have factory branches, 
large distribution facilities, or inten- 
sive sales drives. 


21,000 Posters Removed 
from Maryland Roads 


In accordance with the highway 
act passed by the last session of the 
Maryland legislature, which went 
into effect June 1, the state road 
commission has already removed 
21,250 signs which had been placed 
in illegal positions along state high- 
ways, or which were obsolete, accord- 
ing to an announcement by Harry 
D. Williar, Jr., chief engineer for 
the commission. 


Theobald Made 


Agency Director 


B. Franklin Theobald, who re- 
cently joined. the executive staff of 
McLain Organization, Philadelphia 
advertising agency, has been made a 
director of the company, and was 
elected vice-president in charge of 
merchandising. 


Baltimore Ad Club Is 
Host to 1,500 Children 


About 1,500 children were guests 
of the Baltimore, Md., Advertising 
Club on a recent picnic and boat 
ride. Tickets for the trip were dis- 
tributed among needy children by 
the visiting nurse association. 


SUBSCRIBE NOW| 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


will keep you posted on the 
significant developments in all 
branches of advertising... . 


$14 Year... 52 Issues 
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Chicago 
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JOVIAL COPY 
BOOSTS SALES 
OF DR. PEPPER 


(Continued from Page 1) 


southern states, its most recent cam- 
paign being launched in St. Louis. 


|| Chicago is next on the list to be in- 


vaded by the genial Dr. Pepper and 
his staff of advertising and mer- 
chandising men. 

Officials of the organization have 
not allowed the success of the bever- 
age to:stampede them into an effort 
to cover too much territory at once, 
however, no effort being made to sel! 
or distribute the beverage in any 
section until conditions justify it. 

“Drink-a-bite-to-eat” 

The keynote of the entire cam- 
paign is the slogan “Drink-a-bite- 
to-eat at, ten, two and four o’clock.” 
Newspapers, outdoor posters, and 
point-of-purchase material carry the 
burden of the selling job. The copy 
is full of vitality and human inter- 
est, and promotion material includes 
a membership card in “Dr. Pep- 
per 10-2 & 4 Club,” and a badge 
dominated by the doctor’s genial 
countenance. 

Current newspaper copy, which is 
also furnished to retail outlets for 
use as window posters, show a por- 
trait of “Doc himself (not a 
movie)” and urges readers to join 
the 10-2 & 4 club. Purposes and by- 
laws of the club are outlined as: 

Purposes: (1) to repeal thirst; 
(2) to promote pleasure; (3) to 
spread good fellowship; (4) to keep 
energy up. ’ 

Membership: is limited to those 
aged not less than 3 nor more than 
99 years; and to those of the white, 
red, yellow, black and brown races. 

Dues: are a nickel a throw, pay- 
able in cash at the bar as each drink 
is served. 

Meeting places: club chapters are 
maintained at every soda fountain, 
hamburger stand or bottle bar in the 
city; same are designated by char- 
ter scroll or sign. 

Rules: only one rule must be 
strictly observed: i. e., to “drink-a- 
bite-to-eat” at 10, 2 and 4 o’clock. 

Other newspaper advertisements, 
particularly those appearing when 
the product was first being brought 


to St. Louis, were written in edi- 


Rg 


PROHIBITION! 
WHERE IS THY STING? 


torial style, dominated by a picture 
of “Doc himself (not a movie)”’. 

The head on one of those read, 
“Drinking club proposed by promi- 
nent doctor,” and the copy read in 
part: “Excitement reached a high 
pitch here today when rumors cur- 
rent in certain circles spread the 
news that an attempt is being made 
to open up a first-class ‘drinking 
club’ in this city. First considered 
as idle talk among a group of loaf- 
ers at a downtown drug store, the 
rumor became worthy of investiga- 
tion when it continued to persist, 
cropping up in half a dozen places 
during the morning. 


Used Teaser Series 


“Assigned to the task of tracing 
down the source of the story, a re- 
porter made inquiry at the court- 
house. Law enforcement officers had 
heard the rumor, but were guarded 
in their comments. Assurances that 
the law would be enforced seemed 
not quite fully confident that the 
organization and operation of the 
club could be forestalled. The inti- 
mation was that, under the proposed 
plan, county officers might be power- 
less to interfere in a legal way.” 


A series of four advertisements of 
this type, none of which mentioned 
the product, but were designed to 
stir public interest and curiosity, 
appeared on Tuesday, Wednesday, 
Thursday and Friday of the same 
week. These advertisements, as well 
as the other material, were merchan- 
dised to the trade by means of large 
mailing pieces. 

“The shock troops, as we call 
these salesmen, came to St. Louis 
last August, and for the past four 
months, ever since the advertising 
has been appearing, their sales have 
been four times as great as they 
were in the preceding four months,” 
Mr. Ballew said. 


The company has reached 32,000,- 
000 people with its advertising since 
1927, and sales during that period 
have shown a steady increase. In 
1927 sales increased 132 percent 
over 1926; in 1928 an increase of 
130 percent was recorded, with in- 
creases of 111 percent in 1929 and 
45 percent in 1930. For the first six 
months of 1931, gross sales showed 
an increase of 23 percent over the 
same six months of 1930. 


15 Years Old 
The Bott Advertising Agency, 
Little Rock, Ark., will celebrate its 
15th birthday during September. 


Judges Are Named 
for Ad Contest 
at I. A. C. Meet 


New York, Aug. 25—The board of 
advertising men who will judge the 
advertising competition to be held in 
conjunction with the annual conven- 
tion of the Insurance Advertising 
Conference in Toronto, October 4 to 
7, will be composed of: 

Earnest Elmo Calkins, author of 
several books on advertising; F. C. 
Kendall, publisher of Advertising 
and Selling; Kenneth Collins, execu- 
tive vice-president and advertising 
director of R. H. Macy & Co.; Roger 
B. Hull, general manager, National 
Association of Life Underwriters; 
Prof. C. Hayes Sprague, New York 
University School of Commerce and 
Fine Arts; and Warren Platt, pub- 
lisher National Petroleum News and 
president of the Associated Business 
Papers, Inc. 

All of the judges will participate 
in the judging of the entries for the 
I. A. C. Trophy, the Conservation 
Cup and the House Organ awards, 
while Mr. Platt, with a staff of his 
associates peculiarly suited to the 
task, will judge those exhibits en- 
tered for the Rough Notes Plaque. 

The educational exhibits will be 
examined by a committee composed 
of members of the Hartford, Conn., 
Advertising Club, who are not en- 
gaged in the insurance business, 
together with three members of the 
judges group to be selected. 

Robert H. Pierce of the Aetna 
Life Insurance Company is_ the 
chairman of the Exhibits Committee 
of the Insurance Advertising Con- 
ference and it was through his ef- 
forts that these leaders in the adver- 
tising and publishing fields agreed 
to officiate as judges. 

Mr. Pierce stated that there would 
be advertising exhibits from practi- 
cally every civilized country in the 
world on display. 


Westinghouse Forms 
New Department 


J. S. Tritle, vice-president and 
general manager of the Westing- 
house Electric and Manufacturing 
Company, has announced the forma- 
tion of a diversified products sales 
department in which is grouped all 
Westinghouse equipment not specifi- 
cally aligned with the transporta- 
tion, the central station and the 
industrial fields. A. C. Streamer, 
formerly assistant director of sales, 
‘as been appointed sales manager of 
the department. 

The major lines segregated under 
‘he new department are interior and 
exterior lighting products; micarta; 
‘nsulating materials; gearing prod- 
ucts; commecial cooking units; and 
Yroadeasting and radio material, 
»ther than domestic receivers and 
srimarily referred to as radio equip- 
nent sold to the government. 


Weston Opens 
New Department 


C. P. Mercer, for eight years an 
account executive for Critchfield & 
Co. of Minneapolis, has been ap- 

inted to the management of a new 
direct advertising and merchandis- 
ng service recently opened by the 
Weston Corporation, Minneapolis. 
\nnouncement of the expansion of 
he firm, which was formerly the 
Weston Engraving Co., was made by 
ip Weston, president. Gordon 
Linwood, formerly associated with 
‘he Barron G. Collier Co., also has 
‘oined the staff of the new organ- 
ization. 


Franklin to Advertise 
New England Apples 


The Apple Growers of New 
England have formed an association 
to promote the use of New England 
zrown apples. It is called New Eng- 
land Apples, Inc., and its advertis- 
ing will be handled by the Franklin 
Advertising Service of Boston, Mass. 
Radio and newspapers will be used. 


Journal of Commerce 
Moves Eastern Office 


Effective September 1, the eastern 
office of the Chicago Journal of 
Commerce will be moved from 44 
Broad Street, New York, to suite 
2503, 37 Wall Street. Mr. Edwin 
on continues as eastern representa- 
ive. 
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ADVERTISING AGE 


——— 


You asked it of your landlord . . . You asked it 
of your grocer... You asked it of your tailor 


and got it! 


OW, if you ask it of 
OUR MAGAZINES . . . 


You'll find that Liberty has already given it! 


COMPARE 
With Any 
Other Magazine 


HOW MUCHP 


Liberty averaged 2,401,416 weekly 
circulation for 1930, 2,411,000 for 
the first half of 1931. 


WHOP 


Liberty is deliberately edited for 
both men and women. It is read 
by 2,750,000 men and 3,009,000 
women. Result records have been 
broken for men’s and women’s 
products alike. 

80% of all Liberty families above $2,- 
000 income class 65.8% U.S. average 
52% own homes 37% U.S. average* 


84% have telephones 
39% U.S. average 
58% have radios 46% U.S. average 


50% have vacuum cleaners 
37% U.S. average 


34% have electric washers 
29% U.S. average 


15% have mechanical refrigerators 
8% U.S. average 


*In cities covered by Starch Survey 


WHERE?P 


Liberty concentrates three-quar- 
ters of its circulation in cities over 
25,000 population. Liberty places 
more circulation here (where 
three-quarters of all retail business 
is done).than any other magazine. 


HOW READ? 


Liberty is wanted enough by its 
readers, that 99% of them buy vol- 
untarily week after week. No ex- 
pensive subscription crews are nec- 
essary to sign up readers 6 months 
or a year or two in advance. 99% 
single copy circulation is 99% guar- 
anteed-ie-be-read circulation. 


Then, instead of burying 90% of 
its advertisements after the start 
of the ast story, Liberty alternates 
advertisements and story leads 
throughout the book. Surveys show 
this nearly doubles readers-per- 
advertisement. 


RAZIVAO NOLEVIADAID 40 FOILSAGUVA AHL 


OU are supposed to be living for 30 

per cent less money than you did five 
years ago. And you’re supposed to be get- 
ting 30 per cent less for your product. 


Now comes Liberty to give you maga- 
zine coverage at 35 per cent less cost. 


What Has Happened? 


Many publishers have answered the 
question of rising magazine costs in the 
face of a declining commodity market by 
increasing the physical attractiveness of 
their properties. 


Liberty, on the other hand, since its 
acquisition by Macfadden Publications, 
Incorporated, has embarked on a pro- 
gressive plan of improvement—with ad- 
vertising costs 35 per cent below 1926. 


Editorial quality is being stepped up 
to the tune of $100,000 a year. 


Twosteps of paper stock improvement 
have already occurred. The third, involv- 
ing the biggest quality paper contract 
ever placed by a single magazine—and 
an expenditure of $160,000 more a year 
—comes into effect with the issue of Jan- 
uary 2nd, 1932. 


And Liberty’s advertising cost will still 
remain 35 per cent below Pre-Depres- 
sion levels. 


What Your Dollar Buys Today 


565 families 
377 families 
391 families 


ear 
Average of 3 Weeklies . 
Average of 2 Monthlies 
Average of 6 Women’s 


Magazines . 286 families 


Project this on the basis of your Post- 
Depression appropriation and you find 
that Liberty will spread your coverage: 

50 per cent more than other Weeklies 


45 per cent more than Monthlies 
98 per cent more than Women’s Magazines 


Theyre Asking It of Liberty! 


92 advertisers and 38 agencies have 
asked Liberty to help find profit in pres- 
ent conditions. 


Within 60 days of the announcement 


of new management, they had placed 
$1,521,677 in new orders. 


And as 1931 Fall and 1932 Spring lists 
come up in increasing numbers, con- 
tracts pour in to Liberty at a constantly 
accelerating rate. 


Present conditions demand more than 
passive interest in this new advertising 
opportunity ... more than a “‘request for 
rate card.” 


Today, you are warranted in writing: 
‘Put me under the obligation of having 
requested a representative to call.” 


The address is 420 Lexington Avenue, 
Room 2711, New York City. 


Liber Cy. .. a weekly for the whole family 
PRICED FOR POS7-DEPRESSION 
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ADVERTISING AGE 


——— 


—— 


Foreign Trade 
Declines Under 
5-Year Average 


Washington, D. C., Aug. 26.— 
Sharp reductions in the foreign 


June 30, but exports exceeded im- 
ports by $651,000,000 during the 
period. 


| Eureka Moves District 


| will be at 802 S. Main St. 


Offices to Tulsa 


The Eureka Vacuum Cleaner Co. 
has moved its division headquarters 
or wy and Oklahoma, formerly 
ocated at Wichita, Kas., to Tulsa. 
rhe enlarged home of the om ees 


| dawthorn, who has been with the 
trade of the United States were reg- | 


istered during the fiscal year ending | 


| Holland, 


This compares with a favorable | 


balance of $845,000,000 during the | 
preceding fiscal year, and an average | 
of $732,000,000 during the preceding 
five years, according to a statement 
by the Department of Commerce. 
Exports dropped 34 per cent in 
value over the preceding year and 
imports declined 37 per cent during 
the same period. When figured on a 
quantity basis the drop is not so 
severe, since the unit value of all 
leading commodities dropped an 
average of 16 per cent during the 
year, according to the Department. 
Sales to Europe dropped 30 per 
cent in value, while those to the rest 
of the world showed a decrease of 
38 per cent. A 14 per cent drop was 
registered in sales to Soviet Russia. 


Organize Agency 

The City Hostess Service, Inc., de- 
signed to do business as advertising 
contractor and agents and engaged 
in the general advertising business 
has been organized at Mobile, Ala. 

re incorporators are: B. s. Ed- 
wards, president; Harold Morris, 
vice-president; Fearn C. Voss, second 
vice-pesident, and J. G. Edwards, 
secretary-treasurer. 


Creager in Charge of 
Utility Advertising 
B. G. Creager, Tulsa, former 
newspaper and advertising man, has 
been named advertising and indus- 
trial manager for the Oklahoma 
Power & Water Company here. 


| 


‘ompany for several years, has been]. 


0. G. 
formerly with the Okla- 
homa Natural Gas Corporation here 
nas been named sales manager for 
he Tulsa territory. 


Build Canadian Plant 


The Jenkins Brothers Company. 
Bridgeport, Conn., is building a 
branch manufacturing plant near 
Montreal, which will replace the 
oresent branch in the Canadian city 
The new factory will be equipped to 
‘andle the concern’s increasing Can- 
vdian business, as well as avoid tarif’ 
‘enalties. The concern manufactures 
valves and similar items. 


iwwpointed division manager. 


Browne to Represent 


“The American Weekly” 


Page Browne has joined the Bos- 
ton office of The American Weekiy 
as an advertising representative in 
he New England states, having re- 
igned as sales manager of the 
Waltham Watch Company to accept 
this position. Mr. Browne for a 
number of years was with the Sat- 
urday Evening Post in New England. 


Newspaper Is 87 Years Old 


The Pascagoula Chronicle-Sun ot 
Pascagoula, Miss., celebrated its 
eighty-seventh birthday last week. 
It is one of the oldest newspapers in 
the state, having been established in 
1845 by the late P. K. Mayers who 
edited the paper 47 years. 


Stops Appliance Sale 
The Oklahoma Natural Gas Cor- 
~oration will halt its sale of gas 
appliances August 29 in compliance 
with the recently enacted state law 
forbidding utility companies to en- 
gage in the retail appliance business. 


ACTION 
and REACTION 


REACTION in the form of stated approval from the 
big shots. REACTION in the form of space orders for 
the balance of 1931. REACTION in the form of new 
contracts for 1932. All are proof of the fact that Life’s 
ACTION (a 40% reduction of advertising rates, effective 
September Ist, 1931) was timely and welcome. All are 
proof that Life offers the outstanding space “‘buy” of 


the year... and next year! 


Editorially sound, Life reaches the high type of reader 
to whom YOU are selling — the type of consumer 
whose buying power still remains unimpaired after 23 
months of depression. There never was a time when 
shrewd space buying was so necessary as today. 


In other words, because more than a million people 
read Life each week, the advertiser who uses thirteen 
pages annually reaches at least 13,000,000 at a total cost 
of $7,410. And what is more, Life’s readers compose a 
market of demonstrated buying power. There never 
was a time when such a space “‘buy”’ as this — came so 
close to the need of the hour. 


NEW ADVERTISING RATES 


Effective Sept. 1, 1931 


Old Rate New Rate 
s i dd SOFT Orr s 1.60 
SE Full page, b & w............ 600.00 
et Re rc IS Gch ods ook cn hte es 1,000.00 
0 ee ee NING Sc ao,'s BSS A oe eae eee 1,000.00 
ss pink banaue 4th_Cover 1,500.00 


Lif’e 


60 East 42nd Street 
New York 


THE OUTSTANDING CLASS MAGAZINE “BUY” 
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MRS. CONSUMER 
SPENDS 90” OF 
FAMILY FUNDS 


Denver, Aug. 27.— Women are 
making advertising more beautiful, 
more colorful and more truthful, 
according to a talk made by Milton 
E. Bernet, president of the Denver 
Advertising Club, before the Out- 
djoor University sponsored by The 
Denver Post in Cheesman Park here. 
“Today, business men are giving 
more attention to the women than 
ever before,” Bernet said. “A recent 
survey made by Columbia University 
indicates that collars are the only 
items that men buy by themselves, 
and now you know that shirts are 
coming with collars attached. 

“This same research shows that 90 
per cent of the family funds are 
spent by Mrs. Consumer and men 
are very wisely allowing women to 
take the financial reins, for women 
are by nature conservers of values. 

“The increase in the sales of 
cigarettes, face powders, chewing 
gum, home conveniences, such as the 
telephone, bathtubs and electrical 
appliances, speak eloquently for the 
changed habits of Mrs. Consumer.” 

The wise advertiser must study 
and be intimately informed of Mrs. 
Consumer’s psychological reaction to 
her needs, Bernet declared. 

“The great mass of American 
women demand massed fashions. 
Anything short of this is against the 
accepted trend, and meets with in- 
difference or stubborn refusal. It is 
only the very wealthy woman with 
courage and authority to be differ- 
ent who dares to depart from the 
accepted style trends. 

“Mrs. Consumer forms the great- 
est co-partnership with industry and 
business that the world has ever 
known. And the medium between 
the two is advertising. Because of 
Mrs. Consumer’s dependence on ad- 
vertising, reliability of products 
advertised has become more pro- 
nounced.” 

The Outdoor University, spon- 
sored by the Denver Post, is held in 
the memorial building at Cheesman 
Park, and oustanding citizens speak 
twice each week. The university has 
been held for several summers. 


Farm Population 
Drops 3.8% for 
10 Year Period 


Washington, D. C., Aug. 25.—The 
farm population of the United 
States has dropped over a million 
during the past decade, according to 
figures released by the Bureau of 
the Census. There were 31,614,269 
persons on farms in 1920, compared 
with 30,447,550 in 1930, a percentage 
decrease from 29.9 per cent of the 
total population to 24.8 per cent. 

On the other hand, population 
living in rural districts, but not on 
farms, has increased during the 
same period from 20,047,377 to 
23,662,710. This represents an in- 
crease from 19 per cent of the coun- 
try’s total population to 19.3 per 
cent. 

In the South the rural farm popu- 
lation accounts for 43 per cent of 
the total population, as compared 
with 16 per cent in the North and 
18.7 per cent in the West. Percent- 
ages of nonfarm rural population are 
likewise higher in the South than in 
other sections of the country. 


Offer Club Plan 
for Motor Service 


Specification Consolidated, Inc. 
newly formed in Tulsa, Okla. us will 
sell nega four cents below posted 
prices to members paying $1 a 
month dues. The members may also 


have any number of washings and 

greasings at 10 cents each. 

the business will be 
members can be 


Promoters sa 
profitable if 1, 


Lewis W. Waters 


Vice-president in charge of re- 
search, General Foods Corp., who 
will speak at Boston conference on 
retail distribution next month. 


Domino Backing 
Up Dealers With 
Real Sales Aids 


New York, Aug. 25—A new and 
colorful window display has been 
prepared by the American Sugar 
Refining Company for the use of 
grocers handling Domino sugars in 
a tie-up with the company’s national 
advertising. It depicts a kitchen 
scene showing a small boy devouring 
the remnants of a mixing bowl, and 
is also reproduced in smaller size 
for use on counters or as side pieces 
to supplement the main display. 

In its present advertising cam- 
paign the company is backing up its 
dealers with an extensive program 
which includes sizeable space in 
leading newspapers throughout the 
country; radio broadcasting; outdoor 
advertising; car cards; motion pic- 
tures; and considerable sales help 
material in the way of folders, book- 
lets, ete. Home economics lectures 
and demonstrations in larger cities 
comprise another phase of the com- 
pany’s present program. 

Special stress is being laid at this 
time on home canning and preserv- 
ing, with fruit plentiful and cheap 
and sugar selling at an exceptionally 
low price. In this connection the 
company is offering to its dealers 
without cost a special booklet con- 
taining perforated gummed labels 
with the names of various fruits and 
berries. Distributing these booklets 
in turn to their customers dealers 
are finding them exceptionally popu- 
lar among housewives, as heretofore 
it has been necessary for the house- 
wife to make her own labels. 

N. W. Ayer & Son, Inc., Phila- 
delphia, is the agency in charge of 
the campaign. 


Form Badger & Browning 
& Hersey in New York 


Badger & Browning, Inc., Boston 
advertising agency, announce that 
they have organized an affiliated 
agency in New York City to be 
known as Badger & Browning & 
Hersey, Inc. J. L. Badger is to be 
chairman of the Board, Robert W. 
Hersey, president of the New York 
organization and F. S. Browning, 
treasurer, 

The new agency will be closely 
affiliated with Badger & Browning, 
Inc. of Boston, but will function as 
a separate agency organization, 
serving clients in the New York 
City area. 


Northern Corrugating 
to Klau-Van Pietersom 


The Northern Corrugating Com- 
pany, Green Bay, Wis., manufac- 
turers of metal furniture and other 
metal products, has placed its ad- 
vertising account with Klau-Van 
Pietersom-Dunlap Associates, Inc., 
Milwaukee Advertising Agency. 
Merchandising and aoe peine plans 
are now under way. 


secured, 


— —< 


$175,000 Is Bid for 
Louisville ‘Herald-Post’ 


John B. Gallagher, president of 
John B. Gallagher Co., New York, 
has offered $175,000 for the prop- 
erties of the bankrupt Herald-Post 
Co., Louisville. His proposal calls 
for the payment of a total of $100,- 
000 in cash within 15 days after 
the sale, the remainder to be paid 
by two notes of $37,500 each, pay- 
ible six and twelve months after the 
sale. The bidder will assume exist- 
ing mortgages on the property. 
Judge Nat C. Cureton, referee in 
bankruptcy, has called a_ special 
meeting of creditors to consider the 
proposal on September 8, and indi- 
zations are that the bid will be 
accepted unless more _ favorable 
offers are received. 


Starts Milk Paper 

Harry E. Saxton, former advertis- 
ing manager of Milk Plant Monthly, 
announces the formation of Saxton 
Publications, which will immediately 
start publication of a monthly to be 
known as Milk Production and Mar- 
keting. Officers of the new organiza- 
tion will be the same as those of 
Power Publications, Inc., publishers 
of Industrial Transmission and Con- 
veying. Mr. Saxton will be president 
and advertising manager; Paul H. 
Woodruff, vice-president and editor, 
and E. M. Bellinger, secretary and 
circulation manager. 


Replacement Sales Gain 
61 Per Cent Over 1930 


Replacement sales of Perfect 
Circle piston rings through leading 
automotive equipment jobbers for 
the first seven months of 1931 gained 
61 per cent over the same period of 
1930, and 70 per cent over the cor- 
responding period in 1929, according 
to an announcement by the com- 
pany. 

July sales of this division of the 
company showed a gain of 80 per 
cent over July of last year. 


Tagliabue Makes Rucks 


Sales Manager 
The C. J. Tagliabue Mfg. Co., 
Brooklyn, makers of industrial 
thermometers and instruments for 
indicating, recording and controlling 
temperatures and pressures, has an- 
nounced the promotion of A. F. 
Rucks to general sales manager. 
Mr. Rucks has been connected with 
the company for 18 years, serving as 
assistant to L. C. Irwin, vice-presi- 
dent, during the past four years. 


Get New Account 

Addison Vars, Inc., is now han- 
dling the account of A. G. Stevenson 
Corporation, Rochester, N. Y., man- 
ufacturers of novelties. National 
magazines and publications reaching 
sales executives will used on 
behalf of this client. 


Byrum-Shaw Moves 


to New Quarters 

The Byrum-Shaw Advertising 

Agency, Denver, Colo., has an- 

nounced its removal to suite 922-924 
Patterson Bldg. 


Sell lowa with 


color 


in the 
DES MOINES 
REGISTER AND TRIBUNE 


Color any way you like it . . . one color 

and black in Daily or Sunday news sections 

° peal colors in Sunday Rotogravure 

section . four colors in Sunday Comic 
"and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


PROVE IT! 


SHOW HIM THE LETTERS 


(f your salesmen could show skeptical prospects the 
‘estimonial letters and orders you receive from satis- 
fied customers, it would remove doubt and get thé 
orders. Do not allow testimonial letters to lie idle 
'n_ your files—give copies to your men and increase 
sales thru their use. Write fer samples and prices. 
&JAX PHOTO PRINT CO.. 33 W. Adams 8St.. Chicage 


A Stable and Growing Field for 
2000 Years—The Christian Church 


Complete coverage in 


CHURCH MANAGEMENT 
Auditorium Building 


and other advertising a aan be 
used, 
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Women in 
Advertising 


Mrs. Florence Smith Vincent 


New York, Aug. 27.—The success 
of Florence Smith Vincent, manager 
of the press bureau of the New York 
office of the J. Walter Thompson 
Company, indicates that advertising 
affords its practitioners every op- 
portunity to exploit their talents 
and varied experiences. 

For ten years she was a feature 
writer and woman’s page editor 
with the New York Sun and Tele- 
gram, editing two 8-column pages, 
writing a daily column and fashion 
article, and filling in with special 
assignments for other departments. 

Then followed three years with 
station WJZ, Newark, N. J., where 
she told her original stories for chil- 
dren, and two years with station 
WEAF in charge of an educational 
feature titled “Current Events in 
the World of Women.” 

Before going with the metropoli- 
tan dailies, Mrs. Vincent organized 
and arranged lecture tours. Be- 
tween times and while engaged in 
what most people would consider 
full time work, she has written 
three bocks for children, weekly re- 
views of art exhibitions for an art 
syndicate and many magazine arti- 
cles of general interest. 

Mrs. Vincent, who was married 
before beginning her professional 
pursuits, pooh-poohs the idea that a 
home should hold little attraction 
for the business woman. 

“A woman’s home should benefit 
by her outside activities, and her 
extra-domestic life should be the 
brisker and more enjoyable with a 
happy home as its background,” she 
testifies from her own experience. 


Fortnum & Mason 
Account to Caples Co. 


Fortnum & Mason, Inc., New 
York, announce the appointment of 
The Caples Company to direct its 
advertising effective October 1. Es- 
tablished originally to handle green 
groceries, Fortnum & Mason now 
operate a large department store 
and are well known for their dis- 
tinctive type of advertising. 


Advertise Grapes 

Designed to promote sales of On- 
tario’s grape crop, unusually large 
this year, a comprehensive selling 
and advertising campaign will be 
launched, according to Charles W. 
Bauer, secretary of the Ontario 
Growers’ Market Council. 


Mason to Represent 
State Teachers Group 


The Service Bureau of State 
Teachers Associations, Inc., which 
handles advertising for individual 
state teachers publications, has an- 
nounced the appointment of James 
Mason as Midwestern representative. 


Curry Made Publisher of 


“Arizona Silver Belt’ 

Ben W. Curry, former newspaper 

and advertising executive, and well 

known figure in Southwest journal- 

ism, has been appointed publisher 

and manager of the Arizona Silver 
Belt, Miami, Ariz. 


ECONOMY COPY 
SPREADS; FAG 
SALES DECLINE 


(Continued from Page 1) 


The trend toward the merchandis- 
ing of tobacco for use in home-made 
cigarettes, and the growing number 
of States which are placing taxes on 
the tailor-made variety, are un- 
doubtedly responsible for a large 
part of the decrease, and indications 
point to the fact that these factors 
will become increasingly important 
as advertising and promotion plans 
for home-made cigarettes become 
more widespread. 


A Ray of Light 


One possible reason for the heavy 
decline in tailor-made cigarette con- 
sumption during July is helping to 
bolster the spirits of manufacturers. 
It is pointed out that in announcing 
the increase of 45 cents a thousand 
in manufacturing prices in June, 
producers allowed jobbers and 
wholesalers to buy at the old level 
for two weeks, and that this allow- 
ance naturally induced heavier than 
ordinary buying during this period, 
with consequent reductions in subse- 
quent purchases. 

Two new developments, based en- 
tirely upon the economy theme, have 
created considerable attention dur- 
ing the past few days. The first of 
these is the return of Bull Durham, 
product of American Tobacco Co., 
with a reduction of price from 8 
cents to 5 cents per package fea- 
tured in large space advertising in 
newspapers throughout the country. 


Use Same Copy 16 Times 


The campaign is to run for eight 
weeks, and thousand-line space is 
being used in a schedule of 1,900 
newspapers in more than 1,000 
cities. The advertisements are ap- 
pearing twice each week, for a total 
of 16 insertions, and one of the most 
unusual features of the campaign, 
according to advices here, is that the 
same copy will appear for all 16 in- 
sertions. 

The Bull Durham campaign was 
inspired by the heavy cigarette tax 
imposed on tailor-made cigarettes in 
many southern states, and also by 
the announcement of the unusual 
decrease in tailor-made production 
during July, although Lucky Strike, 
which is also produced by the Amer- 
ican Tobacco Co., registered an ac- 
tual gain during the month, and 
sales of this brand for the first six 
months of 1931 showed a 17 percent 
increase over the same period last 
year. 

No plans have been made for fu- 
ture advertising of Bull Durham, 
and nothing will be done until defi- 
nite reactions from the present cam- 
paign can be formulated. It is con- 
fidently expected that the campaign 
will continue indefinitely, however, 
since responses have already been 
good, although the campaign has 
just started. 


Velvet Joins “Economy Club” 


Another one of the “big four” to- 
bacco companies jumped at the op- 
portunity to capitalize on the econ- 
omy theme when Velvet smoking 
tobacco, a product of Liggett & 
Myers, who also manufacture Ches- 
terfields, provided dealers through- 
out the country with window dis- 
plays featuring the roll-your-own 
idea. 

This is looked upon as an indica- 
tion of the serious competition which 
ready made cigarettes may here- 
after expect from home made ones, 
since while Velvet has theoretically 
been a cigarette and pipe tobacco 
since it was first made, the cigarette 
idea has lain dormant for many 
years, all of Velvet’s displays and 
advertising material featuring pipe 
smoking. 

Attacks in the south, where tailor- 
made cigarettes are particularly vul- 
nerable because of the State ciga- 


rette taxes, are continuing unabated, 


Soule, 


especially by Brown & Williamson, 
who are making prime capital of 
their new Target tobacco and home 
cigarette making machine. 

Another source of possible irrita- 
tion to the so-called “big four” has 
cropped up in Louisville, where Paul 
Jones cigarettes, which retail at ten 
cents a pack, are being advertised 
as “a delightful, evenly blended cig- 
arette. Same quality as all popular 
brands.” 


R. G. Soule Becomes 


Agency President 


With the election of R. G. Soule 
o the presidency, the Barlow, Feeley 
& Richmond Advertising Agency of 
syracuse and New York, has become 
Feeley & Richmond, Inc. 
Robert S. Feeley, Ralph Richmond 
and Adlai S. Hardin are vice-presi- 
lents; Freida W. O’Leary, treasurer, 


and Ray Reeder, secretary. 


_ Mr. Soule is new to the organiza- 
tion, coming from the Borden Com- 
pany, where he was sales manager 
of the Merrell-Soule division. 


R. H. Donnelley Buys 


“National Cleaner & Dyer” 


Reuben H. Donnelley Corp. has 
purchased National Cleaner & Dyer, 
one of the papers which was for- 
merly owned by National Trade 


Journals, Inc. 
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A. O. Hurja Returns 
from Foreign Tour 


A. O. Hurja, president of Hurja, 
Chase & Hooker, Chicago agency, 
aas returned from a six weeks’ tour 
of Europe. 

He reported that European 
branches of American agencies con- 
ine their activities to one country, 
chat free lance and _ typographic 
services are not available, and that 
agency commissions vary from noth- 
ng to 50 per cent. 


32-Page Insert Used 


for Darex Soles 


The Dewey & Almy Chemical Co., 
Cambridge, Mass., sponsored a 32- 
page insert in a recent issue of the 
Boot & Shoe Recorder on behalf of 
Darex Soles. 

The insert featured various prom- 
inent shoe manufacturers who use 
Darex Soles on their products, and 
was the largest single insert ever 
run in any shoe publication. 


Chicle Appoints Badger 
& Browning & Hersey 


The American Chicle Company of 
Long Island City, New York, manu- 
facturers of Chiclets, Dentyne, Bee- 
man’s, and other nationally adver- 
tised brands of chewing gum, has 
appointed Badger & Browning & 
Hersey, Inc., as their advertising 
agency, effective October 1. 


-—— 


Sherwood Passes 
Alexander B. Sherwood, 72, who, 
until retiring several years ago, was 
president of the Sherwood Litho- 
graph Co., Chicago, died in Michigan 
City, Ind., last week. 


READER 
INTEREST 


are 
editorial 
watch 
words 


HEARST 


RABE A eS 
MAGAZINES 


MOTOR — AMERICAN DRUGGIST 
AMERICAN ARCHITECT — AROMATICS 


NOW READY FOR DISTRIBUTION 


MARKET DATA for AGENCIES 


instantly available, easy to find 


Advertising Agencies Say: 


“We have always found this 
book of considerable value. It is a 
distinct improvement in the new 
form.” 


“We shall make excellent use of 
this publication es we have in 
previous years. 


“For several years we have been 
keeping a complete file of these 
books, and we refer to them fre- 
quently during the course of the 
year. 


“If you did nothing more than 
collect, as you do, the important 
statistics compiled by the verious 
business papers and by the Gov- 
ernment, the time saved us in 
making industry studies would be 
tremendous.” 


“This is one of the handiest vol- 
umes in our office and it is used by 
practically every member of our 
organization.” 


“The 1930 edition was passed 
immediately to our research de- 
partment. We find it informative 
and useful.” 


“We use the Market Data Book 
almost daily as we are constantly 
in need of information such as you 
furnish on markets and 
publications.” 


“We find the Market Data Book 
unusually handy and valuable for 
agency work, because it is totally 
unlike any other book on 
marketing.” 


“All of us in this agency find the 
Market Data Book extremely 
valuable.” 


“It is a definite and valuable 
contribution to the problem of 
marketing. 


“The tables, graphs and distri- 
bution data preceding each classi- 
fication of publications is invalu- 
able, especially in preparing 
prospective schedules. 


“It is the most practicable and 
useful reference book of its kind 
we have ever seen. Your method 
of indexing publications makes it 
& genuine time-saver. 


channels. 


source book. 


circulations and rates. 


tising agencies. 


The Market Data Book meets in an intensely practical 
way the everyday needs of the advertising agency and 
advertising department for information on a hundred major 
business fields. Here in concise, easy-to-find form are data 
on the size of markets, the number of units in every business, 
the buying habits of trades and industries, and the trends 
that affect the sale of goods to industry and through trade 


The Market Data Book is the ideal quick reference 
It is compiled from more than a thousand 
sources, checked with government and other official figures. 


Here, in a single volume, are the results of innumerable 
independent market surveys, government census findings, and 
business facts obtained from authentic research organizations. 


Also, The Market Data Book contains a complete directory 
of business publications of the United States and Canada, 
carefully classified and indexed, giving all mechanical data, 


The Market Data Book, in its 1931 issue, the tenth 
edition, is the one indispensable reference book for adver- 


Use the coupon below to obtain your copy— 


CLASS & INDUSTRIAL MARKETING, 
537 South Dearborn Street, Chicago. 


Please enter my subscription to Class & Industrial Marketing for one 
year, for which | will pay $2.00 on receipt of your bill, and send me 
without charge the new 1931 edition of The Market Data Book. 
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ST, LOUIS GETS 


FOREIGN TRADE 
BY ADVERTISING 


Small Expenditure Opens New 
Accounts for Local Concerns 


St. Louis, Mo., Aug. 26—This in- 
land city, almost 1,000 miles from 
salt water, has succeeded in build- 
ing up a good volume of overseas 
trade for its industries within the 
past two years through the expen- 
diture of a very small appropriation 
in leading export papers and the use 
of matter-of-fact, simple-truth ad- 
vertisements in Spanish, Portugese, 
French and English. 

During the period in which the 
advertising has been running al- 
most 2,000 worth-while inquiries 
have been received from reputable 
foreign business houses, and the dis- 
tribution of these among local con- 
cerns and their follow-up has re, 
sulted in more than enough actual 


new profit to pay all the costs of the 
advertising. 

St. Louis’ idea of advertising for 
foreign trade was first conceived in 
1928. At that time an official sur- 
vey disclosed that its manufacturers 
and wholesalers were selling some 
$40,000,000 worth of goods abroad 
every year. This volume of trade 
had gradually developed with little 
or no concerted effort, but seemed 
at the time to be neither growing 
nor decreasing. It was felt that if 
St. Louis’ market advantages could 
be made more generally known to 
foreign buyers, the same factors re- 
sponsible for the existing business 
would operate proportionally in the 
obtaining of additional business. 


Plans Laid to Handle Business 

Accordingly the Chamber of Com- 
merce enlarged its Foreign Trade 
Department, placed an efficient di- 
rector in charge, gathered a staff of 
translators and clerical help, and 
through an appropriation of the In- 


WINS FOREIGN TRADE 
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FOREIGN TRADE BUREAU 
Se. Lewis Chamber % 


ee 


This is the copy that attracted 
the most comment in the foreign 


dustrial Club, provided a very mod-| campaign of the St. Louis Cham- 


erate sum for advertising and pub- 
licity. The account was placed with 
the John Ring, Jr., Advertising 
Company. 

Foreign trade magazines were 
used as the backbone of the cam- 
paign, although South American 
newspapers were given some space. 
Reinforcing them was a supply of 


ber of Commerce. 


suitable literature, printed in four 
languages, strategically distributed 
among American consulates abroad, 
and among foreign business houses. 
Publicity articles were furnished to 
foreign newspapers by,a special pub- 
licity bureau. The foreign trade 


ACH year the Ameri- 

can College of Sur- 
geons, a professional or- 
ganization composed of 
over 10,000 of the leading 
surgeonsof North America, 
publishes a list of ‘“‘ap- 
proved hospitals.” 


The hospitals whose 
names appear on this list 
are recognized as the out- 
standing institutions of the 
country. Their professional 


Dominant Coverage of the ° < 


Primary Hospital Market 


small, yet 


hospitals. 


age units, 


annually treat at least 75 
percent of all patients 
treated in the country’s 


Naturally these hospi- 
tals represent a preferred 
market for every one of the 
thousands of items which 
are in daily use in modern 
institutions — naturally 
they are bigger-than-aver- 


~————- 


organization, their phys- 
ical plant and_ technical 
equipment, their organiza- 
tion is developed so as to 
render the greatest possible 
service to patients. 


The actual number of 
approved hospitals is 


And 74 percent of these institutions—representing 80 
percent of their buying power — are regular subscribers 
and regular readers of HOSPITAL MANAGEMENT. 


in the field, better and big- 
ger customers in every way. 


The last published list of 
the American College of 


Surgeons 


names of 1,912 “‘approved 


hospitals” in the United 


States. 


Truly the primary hospital market! 
We'll be glad to show you the detailed figures. 


these hospitals 


more prominent 


contains the 


| HOSPITAL MANAGEMENT 


The Practical Journal of Administration 
Graybar Bldg., New York 


527 S. Dearborn St., Chicago 


papers used were Importers’ Guide, 
American Exporter, Dunn’s Inter- 
national Review, and Commercial 
America. At least a page each 
month has appeared in each publi- 
cation. 

The first advertisement appeared 
in July, 1929. Within a few weeks 
inquiries began to be received, and 
within three or four months a steady 
stream of inquiries was trickling in. 
Among them have been importers, 
dealers, wholesalers, retailers’ 
agents, manufacturers’ representa- 
tives and large buyers from no less 
than 95 different foreign countries. 
Their evident caliber and responsi- 
bility, as disclosed by investigation, 
have been both surprising and grati- 
fying. 


Results Warrant Continuation 


Although St. Louis is apparently 
handicapped by lack of direct ocean 
routes to foreign ports, it has sev- 
eral compensating advantages, such 
as its central position, its splendid 
transportation facilities, and its key 
position on America’s greatest in- 
land waterway, with direct barge- 
line connections to the Gulf of Mex- 
ico. Thus, particularly for service 
to South American ports, it offers 
a cheap and dependable down-hill 
haul direct to ocean carriers. 

Despite the world-wide business 
depression, St. Louis exporters are 
so pleased with the results to date 
that they recently voted a continua- 
tion of their present activities dur- 
ing the 1931-32 season. The Cham- 
ber of Commerce committee which 
will handle details of this year’s 
program include E. S. Moore, export 
manager, Century Electric Co.; T. 
L. Gaukel, district manager, U. S. 
Bureau of Foreign and Domestic 
Commerce; C. J. Lippert, export 
manager, Steelcote Mfg. Co. 

No changes will be made in the 
plan this year. 


Earnings Exceed 
Dividend Requirements 


Earnings in excess of dividend re- 
quirements for the first six months 
of 1931 are reported by McKesson 
& Robbins, Inc., which shows net 
profit, after all charges, of $1,300,- 
380. This is equivalent, after pre- 
ferred dividends, to 51 cents per 
share on the outstanding common 
stock, and compares with $1,409,116. 
or 61 cents per share, for the corre- 
sponding period last year. 


Fight Style Piracy 
in Textile Trade 


The fight the silk trade is waging 
seainst design piracy was given fur- 
ther imvetus this week when the 
Master Engravers Guild, New York, 
entered into an agreement whereby 
its members will refuse to engrave 
designs that have not been duly reg- 
istered. Similar action was taken 
several weeks ago by a group of 
leading textile printers. 


Zinn & Meyer Get 
Chemical Account 


The Manhasset Chemical Com- 
nany, New York, manufacturers of 
Ideg and distributors of Donhide, 
medical products, has appointed the 
New York agency of Zinn & Meyer, 
Inc., to handle its account. A cam- 
naign is being prepared that will 
include the use of newspapers in key 
cities throughout the country. 


Wings to Use 
Taxi Tire Covers 


Tire covers advertising Wings 
Cigarettes, product of Brown & 
Williamson Tobacco Co., Louisville, 
will appear on the entire fleet of the 
Louisville Taxicab & Transfer Co.. 
September 1, in the company’s first 
trial of that form of advertising. 
The taxi company operates from 
250 to 300 cabs. 


Curtiss-Wright Closes 
Oklahoma Division 


The Oklahoma division of the 
Curtiss-Wright Flying Service, lo- 


Denver U. Adds Two 


Advertising Instructors 
Giving recognition to the growing 
importance of newspaper advertis- 
ing, the School of Commerce of the 
Denver university has added two in- 
structors to its advertising courses 
for the coming year. 

W. J. Loeffler, advertising man- 
ager for Gano-Downs Co., has been 
appointed instructor in retail adver- 
tising and window display. Charles 
B. Roth, account executive with the 
local office of McCann-Erickson, Inc., 
is to teach the principles of adver- 
tising, copy writing and methods of 
conducting advertising campaigns, 
Both are Denver university gradu- 
-— and members of the Denver Ad 

u * 


New Woman's Magazine 
to Sell for 3 Cents 


The Metropolitan Home Journal, 
a new monthly magazine for women, 
is announced by the Partell Publish- 
ing Company, Inc., New York. The 
first issue will be dated October and 
will be on the newsstands in‘ mid- 
September. Heyworth Campbell is 
sditor, and Stanley Wachtel, secre- 
tary and treasurer of the company, 
s advertising manager. . Charles 
Lorenzen represents the company in 
Thicago. The magazine will sell at 
three cents per copy. 


To Dedicate “Freedom 


of the Press” Room 
The “Freedom of the Press” room 
‘n the Monticello, Va., home of 
chomas Jefferson will be formally 
ledicated on Tuesday, October 20, 
when editors and publishers from all 
yarts of the United States will 
gather there for the ceremony. 
Among the speakers will be Colonel 
Robert R. McCormick, Chicago; 
“laude G. Bowers, New York, and 
Fremont Older, San Francisco. 


Brazeau Leads Agency 
Radio Department 


E. F. Brazeau has joined Kenyon 
& Eckhardt, Inc., New York adver- 
tising agency, as manager of its 
radio department. 

Mr. Brazeau for the past three 
vears has been with the National 
Broadcasting Company and prior to 
that with the American Lithograph 
Company. 


U. S. Editor of 
English Paper Dies 


J. Walter Smith, former editor for 
several years of the American edi- 
tion of The Strand, an English 
nagazine, died at Rutland, Mass., a 
few days ago at the age of 62. 


Murphy Visits Europe 

Charles E. Murphy, president of 
the Advertising Club of New York, 
sailed last Saturday on the Ile de 
France for a_ pleasure visit in 
Europe. He was accompanied by 
Mrs. Murphy. 


Classifie 
Advertising 


A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2. 


—-—_——? 


SITUATIONS WANTED 


BARGAIN IN BRAINS 


Copy, idea and merchandising man; 
extensive experience; highly successful. 
Accustomed to earning five figure sal- 
ary. Would consider fifty-two hundred 
—copy and creative dept. of agency— 
or as adv. mgr. XYZ, Advertising Age. 


Young Executive Seeks Connection 


Thoroughly experienced in all phases of Advertis- 
ing with fine background of Selling and Merchandis- 
ing. Capable of conceiving, preparing and carrying 
through effect i merchandi a product— 
stimulating dealer cooperation—market analysis—or 
working out advertising and sales problems. 

Energetic. Willing. Alert to newest methods— 
attuned to the days’ swift progressive business. Age 
31. Unmarried. Irish-American. Travel if desired. 
Salary open. Box 104, Advertising Age, New York 

re. 


cated at Oklahoma City, represent- | 0m 


ing an investment of more than 
$500,000, will be abandoned within 
the next 30 days, it is announced. 


New Weekly Started 


The Statesville Record, a new 
weekly newspaper, will be launched 
at Statesville, N. C., Thursday, Sep- 
tember 3. Ben Scronce is editor of 
the new publication. 


YOUNG ADVERTISING 
EXECUTIVE 
Competent in production, magazine 
layout, copy and direct-mail campaigns, 
College graduate. Five years’ agency 
production manager and business jour- 
nal expert. Take full charge or assist 


advertising manager Write Box 103, 
Advertising Age. 
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CREATING NEW 
BASEBALL FANS 


St. Louis, Mo., Aug. 27.—With the 
Cardinals breezing along to another 
pennant, Branch Rickey, vice-presi- 
dent and business manager of the 
St. Louis National League baseball 
club, took time out to address the 


Branch Rickey 


American Retailers Association at 
its convention here. 

Mr. Rickey told the retailers that 
they, like a successful baseball man- 
ager, must drill their men with 
emergencies in mind. Mr. Rickey’s 
subject was “Knocking Home Runs 
in Business.” He said that astute 
baseball managers let apparently 
good ball players go because they 
are unable to live up to emergencies, 
and that the same policy might work 
in business. 


Organized “Knot Hole Gang” 


Mr. Rickey couid probably make 
his mark in the business world any 
time the Cards don’t need him. He 
was not the originator of Ladies’ 
Day, but he insists on its perpetua- 
tion while some short-sighted mag- 
nates are moaning over this desecra- 
tion of the free gate. 

One of Mr. Rickey’s non-copy- 
righted ideas is the Knot Hole Gang, 
which still stands alone in both 
major and minor leagues, though its 
birth dates back to 1917. 

The Knot Hole Gang is made up 
of boys from 10 to 16 years old who 
have a standing in any one of 562 
organizations such as the Y. M. C. 
A., public or parochial schools, Sun- 
day schools, etc. Each member is 
entitled to two free admissions every 
season. In 1930, the Gang had 30,- 
397 members and their attendance 
was 55,000. 

With the women and the kids 
boosting the Cards, Mr. Rickey is 
satisfied that baseball will continue 
to be the National game, in St. 
Louis, at least. 


Boardman, Polando 
Feted by Ad Club 


Russell Boardman and John Po- 
lando, who recently established a 
trans-Atlantic distance record by 
flying to Turkey, were entertained 
at a luncheon Monday noon given in 
their honor by the Advertising Club 
of New York. Oliver B. Merrill, 
vice-president of the club, presided. 


Chambers Executive 
Moves to Louisville 


Morton Caldwell, executive vice- 
president of The Chambers Agency, 
Inc., who has made his home in New 
Orleans for the past 18 years, has 
moved his headquarters to Louisville, 
Ky. Bruce Farson has been ap- 
pointed manager of the Louisville 
office. 


Leavitt to Leave G. 
Lynn Sumner Agency 
Robert K. Leavitt has resigned as 
secretary-treasurer of the G. Lynn 
Sumner Company, effective Septem- 
ber 1. He was formerly advertising 
manager of the Onyx Hosiery Com- 
pany. 


Canada Places 
Official Ban on 
17 Publications 


Ottawa, Ont., Aug. 25. — The 
Minister of National Revenue is 
enforcing the ban on certain Ameri- 
can publications. Among those which 
have been officially banned by order 
from Ottawa are the following: 

Periodicals—Parisian Life, Spicy 
Stories, Debunker, Funny Stories, 
Hollywood Nights, Broadway Nights, 
It, Pep Stories, Snappy Stories, 
Gangland Stories, Gangster Stories, 
Gang World, Lively Stories, Mar- 
riage Confession, Gun Moll Maga- 
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zine, Startling Detective Adventure, 
Rackateer Stories. 

Books—“Al Capone on the Spot,” 
“Life of Al Capone in Pictures and 
Chicago’s Gang War,” “Millie,” “The 
Wild Party,” “A Jew in Love,” “Ex- 
posed,” “Go Marry,” “Pavement 
Lady.” 

Many other publications have been 
held up from time to time by the 
Customs officials, but definite action 
has thus far been taken against the 
foregoing. 


Introduce Sanitary Item 


The Chicago Paper Company is 
using classified advertising to de- 
velop mail order sales on a new 
paper toilet seat cover. The copy is 
addressed to women and features 
hygienic advantages. 
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Pancoast Becomes Vice- 


President of Green Agency 

Chalmers L. Pancoast has been 
appointed vice-president of the 
Charles C. Green Advertising Agency 
of New York, effective immediately. 
Mr. Pancoast has had about 20 years 
of experience in the advertising and 
publishing fields, having been con- 
nected in various capacities with 
System, the Calumet Baking Powder 
Co., Chicago Tribune, Liberty and 
the New York Times. 


Sears Adds Kroger Units 


The Kroger Grocery & Baking 
Company, Cincinnati, has announced 
it will open four additional units in 
Sears, Roebuck & Co. stores. St. 
Louis will get two, and Kansas City 
and Memphis one each. 


————— 


New Shaving Aid 
To Be Marketed 


Lyddon, Hanford & Kimball, New 
York advertising agency, have been 
appointed to handle the account of 
Schick Dry Shaver, Inc., Stamford, 
Conn., which is placing on the mar- 
ket a new bladeless, electrical shav- 
ing instrument. The inventor is Col. 
Jacob Schick, who also invented the 
Schick Magazine Repeating Razor. 
Plans for a national advertising 
campaign are being prepared by 
Paul Thomas, account executive of 
the agency. 


Feature National Brands 


Safeway Stores, Inc., Tulsa, Okla., 
food chain, conducted an intensive 
campaign August 8-15 featuring na- 
tionally advertised brands only. 


RUSH — 


RUSH 


When copy comes to us without rush marks, we feel 
that something is wrong. No matter how well closing 


dates are known, they seem to pounce out of nowhere 
on agencies and advertisers. Then the typographer is 
called upon for miracles of speed. Oh, very well—long 
experience in doing the impossible has rendered us 
quite imperturbable. Enormous equipment .of type 


= 
and machines—time-saving, labor-saving devices, 


many of our own invention—straight line production 


—clock-like precision—compositors who work with 


brains as well as fingers—and over all, the supervision 


of executives who know the needs of advertising— 


these insure swiftness, without sacrifice of artistic 


quality. There is no other plant and organization ex- 


actly like this one and an inspection of it will be well 


worth the time of any man in charge of production. 


It will almost surely result in the smoother operation 


of his department. Come anytime, but to make sure of 


proper attention, please phone Mr. Lee in advance. 


This advertisement is No. 12 of a series, showing diver- 


sified design. Typography by Lee & Phillips, Inc. 


LEE & PHILLIPS, INC., 228 E. 45tTnH ST., MURRAY HILL 2-5050 


: Keay 7 ey ae : ae - MS BAe Bi ee cine pagans ‘ise a eee ies a3 ae : ae 4 wees *s 2 7 me : 2 ee a ; cide pe SOR 
¢ _s 4 i tigi, cs aie Mee a in . ay ie £ a o et ive ees Ce eal it > pee : 
~ a i 
— ai -_ 
} | nannn nnn nnn nnn nnnmnmnnmnnnnn nena : 
| | | | 
ors | a 
ving ies 
rtis- af 
the 
) 1n- : 
rses a 
1an- 3 
een 
ver- ' 
rles ; 
the 
Inc., 
ver- ’ ¥ ee WS 
s of ; 
gns, i ti(‘(i ia aalieos | 
adu- 
Ad | ee : 
| me ] 
Te ee an 
nts wt ao! | 
. ie . re eS ee 
nal, ce pee a Deal ar : y | 
nen, = r i 
jish- , is 
The 2 * a | Sar 
nid- : / } a 7 te ce . 
l is *. be . ; s e a es 
rles 5 ‘o . am as i ya Se 
1 at a tg ae 
Dear oe 4 
a, " ries 
oom “fe Sal) So me Ee ey 
of oe rai 
ally : , a mere 
20, a 
1 all 
will Pe 
ony. 
onel 
ZO; . 
and 
ont ce 
yon  Lialigg- 
ver- haa 
” ee 
iree fod i cea 
ynal ; 
r to : 
aph ee 
i e ere 
1es i lie 
for 2 
edi- 
lish 
= a a. 
ee 
| ee, 
of i aay 
ork, So ead 
de 
in ace Ni 
% ie ae 
Tee 
ee | i 4 
wae ee 
i is 
< — Se 
. Po | 
+s : 
1 ee | - 
ed H 
re. ee é 
a nn ee i 
———— | * 
ion Ps ee 
rtis- 
ndis- 
rying J 
uct— ‘ 
sor 
nis — 
Age 
‘ired. 
York 
zine 
gns, 
nicy * 
ur- 
sist 
103, 
. XU 
ERS at ORR Ha Bist alae ee Sale TRS me otis Gita idee er etea 
ih She ae wee. ees a Oe ge: oo ee ee Ber ov ee ee 
Pg ae ale 7 teed een: Rass! iste F ae. aa ae a . 7a ney: ee ee cn Hoy ies 
CA ae Oe ee pean see Dyce a Wer ar ele a ee. Breer ok ace or ae ee 
eptia tea ae re Fe ON Aa LRA Sa ne ta a eee Ee a ae UMass Te CT te 


_# 


ADVERTISING AGE 


August 29, 1931 


French Children 
Urged to Drink Wine 


The French government has mad 
the appreciation of wine a subject 
tor schcol curricula in an effort t 
nerease the consumption of thi 
product and thus alleviate th« 
French wine crisis which is bein; 
caused by overproduction. 

The ministry of education has sen‘ 
letters to all school teachers, urgin; 
that they lecture their charges or 
the healthful qualities of good wine 
at the same time warning them of 
the perils of drunkenness. 


Issues Retail Study 


The Merchandising Research Divi- 
sion of the Department of Com- 
merce, Washington, D. C., has issued 
“Jewelry Distribution by Retai 
Jewelers,” which analyzes sales per- 
formance and character of 1,20C 
retailers in this field. 


Men’s Wear 
Aeceounts 


Over 13,000 department 
stores, specialty stores and 
chains selling men’s and 
boys’ apparel are in Fair- 
child’s 1931 List of Men’s 
Wear Stores. Gives resident 
buyers or local buying 
offices and, wherever possi- 
ble, names of merchandise 
managers and buyers. 


$15. 25° off on more than 
one copy. Address inquiries 
or orders to: 


Fairchild Publishing Co. 
8 East 13th St., New York, N. Y. 


anal 


Half a Million 
for Clothes at Columbia 


TUDENTS at Columbia University spend 
$469,800 annually for clothes $21,300 for 
hats; $205,800 fur suits; $57,0. 0 for shes; 

$..,000 for overcoats; $1(2,800 for naberdash- 
ery; $25.300 for topcoats. In addition, 1,400 
Tuxedos were to be purchased after this survey 
was made. 

Columbia students, in common with students at 
all universities. favor the brands they know 
best. They know best the brands advertised in 


“Tne Spectator,” read regularly by 14,000 
Columbia students—and pushed by camp 
stores. 


Many other schools have supplied interestin 
facts concerning student purcnases—you wi 
be interested in these sidelights on sales possi« 


bilities and student buying. 


Write for the 1931- 
1932 Collegiate Saies- 
man, containing a 
complete list of col- 
lege publications. 


=. 


Collegiate Special Adv. Agency, Inc. 


NEW YORK 
18 Fax: 41at Street 


CHICAGO 
612 N. Michigan Ave 


New 


—Ideas 
—Facilities 
—Headquarters 


For Preducing 
Electrical Transcriptions 


FOR 


Radio Broadcast 


With our new facilities and equip- 
ment we are in better position than 
ever to offer complete and fast serv- 
ice in the production of electrical 
transcriptions, both 334% R.P.M. and 
78 R.P.M. for advertisers and agen- 
cies at moderate prices. Our service 
starts with the creation of the origi- 
nal idea and includes preparing, re- 
cording and distribution. Special 
Departments for sustaining  pro- 
grams, sponsored programs and sta 
tion representation. 


THE HANJON CO. Inc. 
29 West 57th St., New York City 


Shipment of Peas 
Seized Under New 
Food and Drug Act 


Washington, D. C., Aug. 24.—The 
irst legal action under the MecNary- 
Mapes amendment to the Federal 
food and drugs act was taken on 
August 19, when a consignment oi 
76 cases of canned peas were seizec 
»y a United States marshal, it ha: 
seen announced by the Department 
of Agriculture. 

The peas were sent by a Delaware 
zanner to Lebanon, Pa., and were 
seized because they were substandarc 
ander the revised law and therefore 
should have had the words “Below 
U. S. Standard—Low Quality But 
Not Illegal’? upon the labels, stated 
W. G. Campbell, director of regula- 
sory work for the Department of 
Agriculture. 

In explaining the government’s 
stand, Mr. Campbell said: “The 
Secretary of Agriculture has, up to 
date, promulgated standards for 
canned peas, peaches, pears, toma- 
toes, apricots and cherries. Standards 
for other foods will be worked out 
as rapidly as working -funds and 
facilities permit. The buyer should 
remember that the words, ‘Below 
U. S. Standard—Low Quality But 
Not Illegal,’ in no wise brand a sub- 
standard food as unwholesome or as 
violative of the pure food laws. 

“A violation of the law does occur, 
however, when a canned food below 
the standard promulgated does not 
bear the substandard . designation 
and is shipped interstate.” 


Quality Unit Announces 
Reduction in Rates 


The Quality Unit, composed of 
The Forum, Review of Reviews, and 
World’s Work, has announced a 
downward revision of its rates, 
oringing its full page black and 
white rate for all three magazines 
jown to $1,600, instead of $1,800, 
and reducing the cost of smaller 
space proportionately. 

Two columns in all three publica- 
tions now cost $1,115 instead oti 
1,250, and one column costs $570 
instead of $635. 


High School Girl 
Is Advertising Manager 


Marylouise Jones, a high school 
student, has entered the ranks of 
advertising managers in Omaha. 
Miss Jones is publicity director for 
the bakery and_ restaurant of 
Northrup-Jones Co., one of the 
largest in Omaha. Newspapers and 
direct mail are being used. 


Newspaper Advertising 
Manager Dies 


Edwin Linwood Witham, 58, ad- 
vertising manager of the Stamford 
Conn.) Advocate, and a pioneer in 
the field of specialty advertising, 
died August 24 at his home in Stam- 
iord, following a long illnes. He 
was the first president of the New 
England Daily Newspaper Advertis- 
ng Managers’ Association, serving 
-or two years. 


Archibald Advanced 
by Omaha “Bee-News” 


Fred I. Archibald has been ap- 
ointed advertising director of the 
Ymaha Bee-News. He is president 
of the Omaha Advertising Club and 
a director of the National Association 
sf Newspaper Advertising Execu- 
cives. 


Sears Roebuck Buys 
Department Store 


Sears, Roebuck & Co., Chicago, 
has purchased the Halliburton- 
Abbott Company, of Tulsa, Okla., a 
ieading department store occupying 
a seven-story building. 

The Chicago company now has 
two retail outlets in that city. 


“Child Welfare” Moves 
to Washington Offices 
Child Welfare, official publication 
of the National Congress of Parents 


and Teachers, has moved to new 
offices at 1201 16th St., N. W. 


Telephone Number Eldorado 5-6935 


Washi m, D. C. It was formerly 


located in Philadelphia. 


FINANCIAL MEN 
COMPLETE AD 
MEET PROGRAM 


‘Creative Force in Finance” te 
Be General Theme 


Chicago, Aug. 27.—Financial ad- 
vertising leaders from all parts of 
the country will gather at the Statler 
dotel, Boston, September 14-16, for 
che sixteenth annual convention of 
the Financial Advertisers Associa- 
tion there. An interesting program 
has been arranged, with topics and 
speakers carefully selected. Many 
crominent advertising figures, as 
well as financial men, will appear on 
the program. 


The theme of the entire convention 
will be “The Creative Force in 
Finance.” Details of the program, 
as completed up to date are as fol- 
lows: 


Monday, September b4—Morning: 
President’s address, F. R. Kerman; 
theme speech, “The Creative Force 
in Finance,” Francis Sisson, vice- 
president, Guaranty Trust Company, 
New York; “The Possibilities of 
Financial Advertising Under 
Present Conditions,” Col. R. R. Me- 
Cormitk, publisher, Chicago Trib- 
une; “How Advertising Creates De- 
sires,” Kenneth M. Goode. Luncheon: 
‘What’s in My Exhibit,” Cedric A. 
Morris, Chairman. Afternoon: Tour 
of Herald-Traveler’s plant and trip 
to Pemberton on Boat and Shore 
Dinner as guests of Herald-Trav- 
eler. 


Tuesday, September 15—Morning: 
Commercial Departmental, Frank 
Fuchs, Chairman. “The Importance 
of Commercial Bank Advertising,” 
Edwin Bird Wilson, New York City; 
‘Service Charge Advertising,” S. F. 
Joor, First Trust & Deposit Com- 
pany, Syracuse, N. Y.; “Can Loan 
rolicies Be Explained in Commer- 
cial Bank Advertising?” Charles H. 
McMahon, First National Bank, 
Detroit; “Attracting Commercial 
susiness Through National Adver- 
cising,” L. W. Munro, Doremus & Co., 
Boston. 

Trust Advertising and Trust De- 
velopment Section—“The Growing 
Needs of Individuals for Trust Serv- 
ice, including a discussion of misuses 
and misconceptions of the title 
‘Trust’,” Ripley L. Dana, Pillsbury, 
Dana, Young & Moulton, Boston; 
“Trust Advertising. A discussion of 
context, form and adaptation with 
respect to two factors: what to 
avoid, what to emphasize,” A. D. 
Jhiquoine, Jr., vice-president, Bat- 
cen, Barton, Durstine & Osborn, 
inc.; “Common Sense Cooperation 
With Your Lawyer,’ Leopold A. 
Chambliss, asst. vice-president, Fi- 
delity Union Trust Co., Newark, 
N. J.; “Business Insurance Trusts— 
Are They Worthwhile?” Anthony 
Rutgers, Chatham Phenix National 
Bank & Trust Company, New York. 

Luncheon: “My One Best Bet,” 
Second Annual School of Experience, 
H. Ennis Jones, Chairman. 

Evening: Investment Depart- 
mental Dinner—A. E. Bryson, Chair- 
man. “Copy Developments,” George 
Dock, Jr., Halsey, Stuart & Co., New 
York; “Media Developments,” W. 
M. Sherrill, First National Com- 
pany, St. Louis; “Direct Mail De- 
velopments,” F. L. Armstrong, E. 
H. Ottman & Co., Chicago; “Market 
Study and Merchandise Develop- 
ments,” Earl Newsome, sales pro- 
motion manager, Distributors Group, 
Inc. 


New Business Dinner —J. Blake 
Lowe, Chairman. “Creating a Sell- 
ing Force Out of an Entire Organ- 
ization,” Ray A. Ilg, vice-president, 
National Shawmut Bank, Boston. 

Trust Development and Advertis- 
ing Dinner—W. Herrick Brown, 
Chairman. “Selling the Trust Idea,” 
L. L. Montgomery, sales counselor; 
“Common Sense Cooperation Be- 
tween Life Underwriters and Cor- 


SOUNDS KEYNOTE 


The theme speech at the F. A. A. 
deliberations, around which all dis- 
cussions will be centered, will be 
presented the first morning by 
Francis Sisson of the Guaranty 
Trust Co., New York. 


Ganse, Trustee, American College of 
Life Underwriters. 


Wednesday, September 16: Invest- 
ment Departmental—A. E. Bryson, 
Chairman; E. H. Kittredge, Presid- 
ing. “Where Does Advertising Stand 
Today?” John Benson, president, 
American Association of Advertis- 
ing Agencies; “Advertising and 
Merchandising Activities of the In- 
vestment Trusts,” W. W. Townsend, 
American Trustee Share Corpora- 
tion; “Shaping Investment Adver- 
tising to Meet Today’s Problems,” 
George T. Eager, Batten, Barton, 
Durstine & Osborn, Inc.; “How to 
Make Investment Advertising and 
Selling Pull Together,” A. E. Bry- 
son, Halsey, Stuart & Co., Chicago. 

New Business Departmental — J. 
Blake Lowe, Chairman. “Officers vs. 
Solicitors as Salesmen,”’ Wade G. 
Murrah, new business manager, 
First National Bank, Atlanta, Ga.; 
“Correct Bank Salesmanship,” Mark 
A. Bartlett, director of public rela- 
tions, North Carolina Bank & Trust 
Co., Greensboro, N. C.; “The Human 
Side of Selling,” H. K. Dugdale, 
vice-president, Van Sant, Dugdale & 
Corner, Baltimore; “Coordinating 
the New Business Work of Many 
Affiliated Companies,’ Gardner B. 
Perry, vice-president, Northwest 
Bancorporation, Minneapolis, Minn. 

Savings Departmental—Robert W. 
Sparks, Chairman. “Read ’Em and 
Weep,” Charles Holcomb, vice-presi- 
dent, Wolcott & Holcomb, advertis- 
ing agency, Boston; “Dollars for 
Sale,” C. W. Van Beynum, publicity 
director, Travelers of Hartford, 
Conn.; “Savings Development Prob- 
lems in Depression and Prosperity,” 
Frank P. Bennett, editor and pub- 
lisher, United States Investor and 
trustee of Boston Five Cents Savings 
Bank, Boston. 

Commercial Departmental—Frank 
Fuchs, Chairman. “What Group and 
Chain Banks are Doing in Advertis- 
ing for Commercial Accounts,” Wal- 
ter H. Johnson, vice-president, 
Marine Midland Group, Buffalo, 
N. Y.; “Advertising as a Back- 
ground for Development of Commer- 
cial Banking,” Walter Dunham 
president, Detroit Savings Bank; 
“Proper Coordination of New Busi- 
ness and Advertising,” Chester L. 
Price, Central Republic Bank & 
Trust Co., Chicago; “Bank to Bank 
Advertising,” G. Prather Knapp, 
Rand McNally & Company, Chicago 

Afternoon Session: Savings De- 
partmental—Robert Sparks, Chair- 
man. “What Constitutes Profitable 
and Unprofitable Savings Accounts?’ 
Edwin A. Moore, manager, new busi- 
ness department, Savings Bank oi 
Utica, N. Y.; “Group Advertising 
for Savings Deposits,” William Rad- 
cliffe, secretary, Peoples Savings 
Bank, Worcester, Mass. 

The annual banquet, featuring the 
installation of new officers and the 
awarding of prizes, will be held 
Wednesday evening. 


Rules on License 


The attorney general of Alabama 
has ruled that the license tax on 


porate Fiduciaries,” Franklin W. | di 


peddlers does not apply to truck 
stributors selling the retail trade. 


Clothiers Fight 
Misleading Ads 
of Price Cuts 


Chicago, Aug. 26.—The National 
\ssociation of Retail Clethiers and 
*urnishers has started a drive on 
alse and misleading advertising, in 
vhich some men’s clothing stores 
laim reductions of 50 to 60 per cent 
n their offerings compared with 
rices of a year or so ago, according 
0 an announcement by Allen Sins- 
\eimer, executive director. 


The association was forced into 
naking this drive because of the 
-actics of many men’s wear stores in 
\dvertising that “suits which cost 
‘75 before the depression can now 
ve had for $28.50,’ Mr. Sinsheimer 
said. No such reductions are pos- 
sible, clothing prices having de- 
clined only 10 to 15 per cent, as 
indicated by a national survey re- 
cently completed by the association. 


“Our survey shows that 43 per 
cent of our merchants have both 
improved quality and lowered prices; 
35 per cent have maintained quality 
and lowered prices; 18 per cent have 
improved quality and maintained 
price, and 4 per cent have lowered 
quality and lowered price,” said Mr. 
Sinsheimer. 


Cooperative Campaigns May Start 


The association organ, National 
Retail Clothier and Furnisher, is be- 
ing used to convince members of the 
fallacy of this type of advertising. 


Weekly releases are being sent to 
newspapers all over the country 
emphasizing the true situation with 
regard to men’s clothing prices, and 
these are being supplemented with 
special bulletins to association mem-. 
bers. 


In addition, members have beer 
asked whether they believed that 
co-operative advertising in local 
newspapers would be effective, and 
present indications are that several 
co-operative local campaigns will be 
started in the near future. No copy 
for use in these campaigns has been 
prepared as yet, and members will 
probably be left to devise their own 
advertising for local use unless the 
association is requested to perform 
this function by several groups. 


In DAYTON 


8.4% of Outlook sub 
scribers are in the So- 
cial Register. 


1.8% are in the Register 
of Directors. 


.9% are in Who's Who. 
9.3% are on one or more 
of the three lists. 
* 


This means 1 in every 
10 are listed, 1 in 11 
in Social Register, 1 
in 53 in Register of 


Directors and 1 in 
107 in Who's Who. 
Report No. 7—Dayton 


OUTLGDK 


2 and Independent 


For Dependable 
Photostat Service 


-& RUSSO mn. 


230 PARK AVENUE 
60 E. 42nd St. 250 W. 57th St. 
VAnderbilt 3—9975.6.7 


HOOVEN LETTERS, lnc. | 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters ) 
Operating Day and Night 
ADDRESSING, SIGNING, 
MULTIGRAPHING, MAILING 
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his Colorful Corner 


WAY UP HERE on the twenty third floor of a sun-flooded 


skyscraper, high above the turmoils of traffic and the clangor 


of commerce, is a colorful cornor of Collins & Alexander plant. 


Here skilled craftsmen are happily and skillfully engaged in 
their daily art of crafting, insuring resplendent or subdued 


effects in color plates of note. 


If you looked over their shoulders, you would be amply 
satisfied that they know THEIR business — and that YOUR 
business is extra-qualitied in their hands. Come visit this 


colorful corner “when, as and if you can. 


COLLINS & ALEXANDER, INC., CHICAGO 
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GRAPHIC REVIEW OF THE WEEK§ 


Abookiet of 24 leaves 
of imported wtut. 
cigarette paper at- 
tached to each sack 
NOW... autres, ciga- 
veite paper—150 
leaves to the book — 
sf 


Same Bice 
and whats more 
just taste vm / 


GENUINE 


‘BuLE DURHAM 


TOBACCO 


NOW ns 


“ROLL Your OWN! 


Genuine “ELL” DURMARS Tebnsso of 99 andi’ dhe cxtunee of ay taches, 


VELVET JOINS “ROLL-YOUR-OWN” BRIGADE oo ger ras oat ew him, Theo, paren ring 
Velvet, product of Liggett & Myers, is the latest entry in the home-made cigarette 
field, using these attractive window displays throughout the country. 
At right is Bull Durham newspaper copy, which is running 16 times without change in eee eee rim smscan Toancco ca 
1,900 newspapers. (Story on page 1.) 


ee ee 


DISTINGUISHED JUDGES IN STATIONERY CONTEST 
William A. Biddle (left) is chairman of the committee which will pick the winners in the con- 
Delegates to the 23rd annual convention of the Vege- test of.the Engraved Stationery Manufacturers Association. Mr. Biddle has been president of the 
table Growers Association of America at Cincinnati, August Direct Mail Advertising Association for two years. 
24-27, were greeted by this 12-foot display of ‘cucumbers, He will be assisted by J. C. Aspley, (center) president of the Dartnell Corp., and J. L. Frazier, } 
potatoes, carrots, mangoes, and other produce. editor of the Inland Printer, both of Chicago. The contest runs from Sept. 1 to Dec. 31. 


SAY HIRSCH 1123 POST <T 
THE BIG SWING 


1S TO U.S. TIRES 
SAFE AT ANY SPEED. 


STRIKE HISTORICAL NOTE 
REVOLVIN NG TIRE WINS 180 NEW DEALERS Tieing up with an advertising campaign celebrating the 


This jumbo replica of a United States tire has been employed by the Jay Hirsch Com- 73rd anniversary of Loftis Bros. & Co., Chicago mail order 
pany, San Francisco distributors, to win new dealers and users. The tire is attached to an and chain store jewelers, this bride and groom of 1858, suit- 
automobile differential, operated by a motor. The idea will be used in other cities. ably conveyed, shopped the company’s Chicago stores. 
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